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General Mills’ 
‘Tribune’ Test 
Is Inconclusive 


Spokane, Fort Wayne 
Tests Continue; Sales 
Effectiveness Not Told 


MINNEAPOLIS, July 12—General 
Mills is by no means finished with 
its Betty Crocker newspaper ad 
experiment, although the 214-year 
advertising column in the Chicago 
Tribune ended last week (AA, 
July 9). 

For one thing, the Tribune 
on which it has invested an esti- 
mated $375,000, may be renewed 
in the fall. Also. General Mills is 
still running similar daily editori- 
al-type advertisements in Fort 
Wayne and Spokane. 

Gordon Hughes, manager of 
market analysis for General Mills, 
today told ApverTIsING AGE that, 
as a result of the test, “we think 
we are closer now to predicting 
sales and sales changes on the 
basis of attitude research” than 
ever before. Analysis of the Trib- 
une experiment, he said, will not 
be completed until September, 
and up to now “there are more 
uncertainties than certainties” 
about what GM will do on the 
basis of the test. 


test, 


e He said the Fort Wayne and 
Spokane ads will probably con- 
tinue to run indefinitely, that i 
may be a year before the com- 
pany has determined the effective- 
ness of advertising in cities of 
their sizes, and that conversations 
are now going on concerning the 
many forms which future editori- 
al-type newspaper. advertising 
might take on a continuing basis. 

Mr. Hughes refused to indicate 
whether the Tribune ad_ series 
either increased sales or product 
acceptance in the past 2% years. 
He admitted that results varied 
greatly for the several General 
Mills products advertised in the 
Betty Crocker column. Recently, 
these products have been Bisquick, 

(Continued on Page 8) 
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MAKE YOUR OWN FACE-General 


clectric will run this four-color page in November 


issues of Better Homes & Gardens, Life and The Saturday Evening Post to promote the 
changeable-face feature of Telechron clocks. N. W. Ayer & Son is the agency. 


- Advertisers, Agencies Shy Away 


from ‘Credits’ to Agencies on Ads 


Cuicaco, July 12—Most adver- 
tisers and agencies do not believe 
that either an advertising agency 
or an individual copywriter should 
sign advertising. 

This is clear from a dozen or so 
comments which have developed 
as a result of a letter from Sidney 
Weil, executive v. p. of American 
Safety Razor Co., published in the 


feature section of AA’s July 2 
issue. 
Mr. Weil, commenting on an 


article by S. R. Bernstein, editor 
of ADVERTISING AGE, in the Harvard 
Business Review, suggested that 
the quality of all advertising might 
be raised if all advertising were 
signed by its creator, as well as 
by the company paying for it. 


we “If the custom were estab- 
lished,” Mr. Weil said, “that those 
responsible for the creation of ad- 
vertising sign their creations as 
in other fields, would this not 
make for an improvement in taste 
in advertising? As a matter of 
fact, this is done in some countries, 
and I am particularly thinking 
about Cuba, where the advertising 
agency is proud of its effort, proud 
of its client and proud to identify 
itself with the advertising. 

“I have heard it argued that if 
a consumer notes in an ad that it 
was produced by an agency and 
not by the advertiser itself, it 
will impair its believability. This, 
I believe, is pure tommyrot. 

“Private industry and private 
enterprise must do more than fight 


' 


a defensive holding action if it is 
to survive as the ‘new economy’ 
develops; it must adopt aggressive 
methods, particularly in cleaning 
its own house. If we ever get into 
a controlled economy, advertising 
will be the first piece of cargo to 
(Continued on Page 54) 


International Ad Conference Draws 
2,750 Delegates from 38 Countries 


‘Good Housekeeping’ 
Rate Hike Softened 
by Discount Offer 


New York, July 11—The cost 
of a b&w page in Good House- 
keeping will move from $7,800 to 
$8,500 with the January issue, 
and a four-color page will sell for 
$11,600 instead of $10,600. 

Good Housekeeping will partly 
compensate for the increase with 

l.% discount on ads scheduled 
for January, February, July and 
August. Hence a b&w page in 
these issues will cost $7,862.50— 
only slightly ahead of the current 
price 

Efforts to even out seasonal 
trends in advertising volume led 
to the discount plan—unique in 
the magazine industry. In announ- 
cing the innovation, J. R. Buckley, 
business manager of Good House- 
keeping, pointed out that the Jan- 
uary, February, July and August 
issues account for only 20% of 
the magazine's total yearly adver- 
tising revenue, despite the fact 
that “in the last five years, Good 
Housekeeping’s circulation in these 
four months has varied around 1% 
from the average circulation of the 
remaining eight months.” 


a7 


@ The variation, then, is wholly 
in advertising and not in reader- 
ship, Mr. Buckley said, adding 
that “a variation of 250% in pages 
of advertising between January 
and March issues does not permit 
the utmost in manufacturing econ- 
omies.” 

There was no indication as AA 
went to press that other maga- 
zines in the Hearst group or out- 
side it would follow the Good 
Housekeeping precedent in this re- 
spect. 

(Continued on Page 4 


Last Minute News Flashes 


Sylvania Introduces ‘Halolight' TV: Ups Ad Budget 


BurraLo, July 13 
division’s new 


20” TV sets (for $30 extra), 


Halolight,” 


“surround lighting” 


Sylvania Radio & Television 
feature to be incorporated on its 


will receive extensive promotion begin- 


ning with August issues of The American Weekly, Life, The Saturday 


Evening Post and This Week Magazine. 


Also on the schedule, which 


now benefits from a budget double the original second six months’ 
plan, are two radio shows (ABC starting in October and CBS in late 


September), 


plus trade publications and b&w newspaper 


ads. Roy S. 


Durstine Inc., New York, is the agency. 


Paul Belknap Joins McCann-Erickson 


Curcaco, July 13—Paul E. Belknap, previously assistant general sales 


manager of Atlas Supply Co., 
of years in the 


Newark, 
sales and advertising departments of Standard Oil of 


and before that for a number 


Indiana, has joined McCann-Erickson as director of marketing services 


in the Chicago office. 


Vitalis Tries New Coupon Redemption Plan 

New York, July 13—Bristol-Myers Co. this week launched in news- 
papers in 16 markets its offer of 25¢ to customers to try its new Vitalis 
hair cream. The customer is invited to mail a carton front to the 
manufacturer, who sends back 25¢. The offer runs until Oct. 31 and 
a continuing promotion will be carried in Sunday comics in 63 news- 
papers, 34 nationally distributed comics books, on 166 radio stations, 


and in August issues of Collier’s and Life. 


field is the agency. 


Doherty, Clifford & Shen- 


(Additional News Flashes on Page 57) 


Lonpon, July 12 (By telephone) 

A record registration of 2,750 
advertising people from 38 coun- 
tries attended the International 
Advertising Conference here this 
week. The delegation from the 
U.S. numbered 140 and 16 Amer- 
icans were on the formal pro- 
gram, which consisted of seven 
general sessions and 14 panel 
meetings. 

The conference was opened for- 
mally July 9 by H. R. H. the Duke 
of Gloucester, brother of the King, 
and was addressed by the Hon. 
Herbert Morrison, Secretary of 
State for Foreign Affairs, who re- 
vealed that he had been a copy- 
writer on a London newspaper 
a young man. 

Fairfax Cone, chairman of the 
Advertising Council, past chair- 
man of the American Assn. of 
Advertising Agencies, and chair- 
man of Foote, Cone & Belding, 
aroused notable interest among the 
delegates in cautioning against an- 
tagonizing consumers by hammer- 
ing advertising messages at 
called captive audiences 


as 


so- 


e “Advertising must give people a 
free choice either to pay attention 
to its message or to ignore it,” 
Mr. Cone said, referring particu- 
larly to persons required to remain 
in one place for some time, such 
as crowds in transportation term- 
inals or passengers on trains and 
buses. 

“Bad advertising is bad busi- 
ness,” Mr. Cone declared. “No 
amount of advertising will sell a 
bad product twice to the same cus- 
tomer. 

“When advertising offends,” he 
said, “it loses all of its value. Out- 
door advertising must not offend 
by defacing landscape if it hopes 
to win friends for its clients, and 
radio advertising by interrupting 
entertainment programs too often 
does so at its peril.” 


e The Rt. Hon. Lord Mackintosh 
of Halifax, conference president, 
emphasized that the raw materiais 
of advertising are ideas and 
thoughts. “We are playing with 
men’s minds and _ instincts,” he 
said, “and we are playing with ex- 
plosive stuff. Because of this it can 
do great good or great harm. Like 
the preacher’s and the teacher's 
work, advertising carries with it 
great responsibilities.” 

“Advertising is closely linked 
with freedom of speech, freedom 
of the press and freedom of choice. 
If any one of these goes, freedom 
itself will go too.” To jeopardize 
this heritage by irresponsible ad- 
vertising, he declared, would be 
suicidal. 

Speaking on the responsibility 
of the local newspaper in a free 
world, Harold S. Barnes, director, 
Bureau of Advertising, American 
Newspaper Publishers Assn., 
stressed that the “major respon- 
sibility of the newspaper in a de- 
mocracy is to achieve a degree of 
financial health sufficient to en- 
able it to serve its community ef- 
fectively. 

(Continued on Page 56) 
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‘Times-Picayune’ Defends Unit Ad 
Rates as Anti-Trust Suit Reopens 


New Or-eans, July 12—Oral ar- 
guments started today in the gov- 
ernment’s anti-trust suit against 
the Times-Picayune Publishing 
Co., following the filing of the 
publishing company’s brief in fed- 
eral court last week. 

In its brief, the Times-Picayune 
company defended its use of unit 
ad rates for classified and general 
‘advertising in the Times-Picayune 
and States 

Filing of the brief followed by 
two weeks the government's pres- 
entation to the court of its brief, 
and set the stage for the second 
phase of the suit, which started 
April 30 (AA, May 14, et seq.). 

In its brief, the publishing com- 
pany says that its advertising con- 
tracts are reasonable, and that 
there has been no attempt on its 
part (as the government claims) 
to monopolize the newspaper busi- 


ness in New Orleans. 


@ The brief opens by noting that 
the government has abandoned 
parts of its original complaint and 
now merely contends that the 
Times-Picayune company made 
contracts in unreasonable restraint 
of trade and that the defendants 
were engaged in an attempt to 
monopolize. 

“Apparently,” the brief states, 
“they have abandoned that part 
of the complaint which charges 
that the contracts for local display 
advertising are in unreasonable 
restraint of trade, and that part 
which charges that contracts for 
general advertising in effect prior 
to February, 1950, were likewise 
illegal.” 

The brief contends that, although 
there are only two newspaper pub- 
lishers in business in New Orleans 


today, “the door is open for any- 
one desiring to enter the business 
to do so.” 


e@ The government's attempt to 
show that the publishing company 
has abused its dominant position 
by taking greater profits through 
higher rates in the morning Times- 
Picayune without increasing rates 
correspondingly in the evening 
States is attacked in the brief, 
which contended that the States 
had not been operated at a loss. 

The government is basing its en- 
tire claim that the States was op- 
erated at a loss, the brief continues, 
on the testimony of Harrison L. 
Houghton, an employe of the anti- 
trust division of the Department of 
Justice 

Mr. Houghton's sole experience 
in the newspaper business was as 
a carrier for the Des Moines Reg- 
ister and Tribune, according to the 
brief, and until three months be- 
fore the trial started he had had 
no experience in newspaper ac- 
counting. 


es Out of 17 witnesses called by the 
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“The pressure of orders from our advertising in the Des Moines 
Sunday Register was heavy again today, Dear!” 


Want to fatten up thin sales? The tonic is pleasing—rich, 
sweet lowa. The way is easy—through the Des Moines Sun- 


day Register. 


That's the wonderful feature of this 5 billion dollar, 24% 
million people market. You can so/o sell it—so thoroughly 
does the Des Moines Sunday Register get all around the 
state—cover both the rich farm market and richer urban 
market (it's better in statewide coverage than most papers 
are ina city!). Seventy-five percent of a// lowa families read 
it regularly. In 86 out of lowa’s 99 counties, coverage is an 
amazing 50% to 100% —at least 25% in the fe 


w others. 


With such a market picture and selling medium, no won- 


der only six Sunday newspapers in 1950 carried as much 
general advertising linage. Milline rate, a welcome $1.76. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 
Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER ann TRIBUNE 


Represented by: 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—Los Angeles, San Francisco 


| print 


ad 
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ADVERTISING INTERN—Prof. Frederick T. 


Bryan of Boston College (third from left) 


here receives the official announcement of his selection as the first participant in 
the Advertising Federation of America’s annual advertising internship for college 
professors from Elon G. Borton, APA president. Chairman of the marketing depart- 


aoe anentt, 


ment in the college’s 


mer employed in the advertising department of the Norton Co., 


school, Prof. Bryon will spend the sum- 
Worcester, Mass., 


abrasive and machine tool manufacturer, which offered the internship. Looking on at 

the presentation, made at the recent Alpha Delta Sigma convention, are Raymond 

C. Strawbridge, lieutenant governor, AFA New England district; Robert P. Anderson, 

AFA v. p. and publicity manager, Norton Co., and Bertram R. Canfield, president, 
Alpha Delta Sigma. 


government, the brief points out, 
four testified that the unit rate did 
not affect their advertising at all; 
seven said that it had no material 
effect on their advertising, while 
six said that it had the effect of 
adding the States to accounts for- 
merly using only the Times-Picay- 
une, 

The brief cites several legal 
authorities in support of its argu- 
ment that the company’s classified 
and general advertising contracts 
do not violate the Sherman Anti- 
Trust Act. 

The unit rate structure is a nor- 
mal method for increasing reve- 
nue, the brief concludes, and the 
Times-Picayune company's use of 
unit rates was devoid of any pur- 
pose to injure or restrain the New 
Orleans Item. 


Baumritter Names Auerbach 

T. Baumritter Co., New York 
furniture manufacturer, has 
switched its account from Roy S. 
Durstine Inc. to Alfred Auerbach 
Associates. Business papers, direct 
mail, and a dealer-aid and sales 
promotional program will be used 


Esty Names Two V. P.s. 


John J. Flanagan, in charge of 
advertising production of 
William Esty Co., New York, and 
Stanley A. Lomas, head of the 
television commercial production 
department, have been named 
v.p.s of the agency. 


Canada, 


Ross Heads Gair in Canada 

David H. Ross, v. p. of Gair Co. 
Toronto subsidiary of 
Robert Gair Co., New York, manu- 
facturer of shipping containers, 
has been elected president of the 
subsidiary. W. George Cowan, 
manager, and Alpine L. Mitchell, 
general sales manager of the 
Canadian folding carton division, 
and J. Stanley Babbitt, general 
manager of Premier Paper Box 
Ltd. of Montreal, another Gair 
subsidiary, have been elected 
V. p.s. 


Marathon Account Goes to 
Needham, Louis & Brorby 
Marathon Corp., Menasha, Wis., 
manufacturer of Waxtex house- 
hold waxed paper and materials 
and packages for protective food 
packaging, especially for frozen 
foods, has appointed Needham, 
Louis & Brorby, Chicago, to han- 
dle its account. The account was 
handled by LeVally Inc. prior to 
that agency's dissolution in May. 


Moulton Joins Wood & Co. 
Richard H. Moulton, formerly 
director of research of General 
Foods, has joined A. J. Wood & 
Co., national marketing research 
company. Mr. Moulton will be in 
charge of New England sales. His 
appointment coincides with the 
Aug. 1 opening of the company’s 
Boston office. Mr. Moulton has 
served as chairman of the adver- 
tising research committee of the 
Assn. of National Adveriisers. 


“WARWICK makes 


ads look 


professional” 


“Here in isolated El Paso it is difficult to get the kind of 

graphic arts service we require, so it is refreshing to find a 

typographer who is able to grasp our instructions quickly 

and intelligently, and who gives us that professional extra touch 
which makes the difference between good and mediocre w vee 
That's the kind of typographer Warwick is.’ 


WARREN T. MITHOFF 
Mithoff Advertising 
El Paso, Texas 


Warwick serves Advertising Agencies, 
Printers, Artists and. Manufacturers in 24 — 
states and Mexico. If you have a typograph- 


WARWICK 


_TYPOGRAPHERS, INC. 
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Among national magazines 
| Family Circle is the medium for grocery products 
where every impression counts 


YOUR ADVERTISING IN FAMILY CIRCLE REACHES ONLY 
HOUSEWIVES WHO SHOP IN STORES THAT SELL YOUR PRODUCT 


Unless you know how many of a magazine's readers shop in grocery stores where 
you have distribution, there is no way of knowing your percentage of effective circu- 
lation. If your products are sold in the 13 major grocery chains that sell Family 
Circle, you can’t buy more economical national coverage. Every one of the 3,000,000 
Family Circle readers is your potential customer—every impression counts. 


Sold by 8,588 stores of 13 major grocery chains doing 3'/2 billion in sales 
. + 35% of U.S. food-chain sales .. . 11% of total U.S. food-store sales 


3,000,000 copies of Family Circle are sold in these stores every month— 
national circulation concentrated where grocery sales are made 
8,588 STORES LOCATED IN 1,692 COUNTIES WHICH ACCOUNT FOR: 


82% OF U. S. POPULATION 87% OF U.S. RETA SALES 
83% OF U. S. FAMILIES 86% OF U.S. DRUG SALES 
88% OF U.S. FOOD SALES 88% OF U.S. GEN..MDSE. SALES 


Compare Family Circle circulation to 
other national food-selling magazines 


%e CIRCULATION BY ABC REGIONS AND LATEST CIRCULATION GUARANTEES* 
FAMILY 6000 LADIES’ HOME 


CORCLE JOURNAL Lure 
3,000,000 2,800,000 4,275,000 $5,200,000 

NEW ENGLAND 9.76 6.31 6.99 610 
MIDDLE ATLANTIC 19.64 20.05 19.62 23.17 
SOUTH ATLANTIC 11.70 10.93 9.78 10.75 
E. NORTH CENTRAL 16.03 21.50 19.90 19.58 
€. SOUTH CENTRAL 2.12 4.12 4.6 3.21 
W. NORTH CENTRAL 8.06 o3I 89) 7.34 
W. SOUTH CENTRAL 5.52 7.79 729 6.70 
MOUNTAIN 6.50 3.86 3.29 3.67 
PACIFIC 17.47 12.24 0.42 12.16 
TOTAL U.S 96.80 96.11 91.06 9468 


“Based on December 31, 1950, 4 8 ( Publishers Hetements 


% CIRCULATION IN 168 METROPOLITAN COUNTY TRADING AREAS* 


isagm a a 

elig CENTRAL-CITY SIZE CORCLE MOUSEREEPING JOURNAL unt 
OVER 500,000 33.57 35.28 37.60 39.05 
250,000-499,999 9.37 8.86 7.66 782 
100,000.249,999 11.25 13.13 11.83 12.83 
50,000.99,999 772 863 760 779 
TOTAL 61.91 65.90 6469 67 49 


“he Gofined by U5. Dept. of Commerce 


National or Sectional Coverage to Match Your Distribution Pattern 


Because Family Circle's 47-state circulation is available as a national unit or in 
any combination of 18 sectional editions, your advertising coverage exactly parallels 
product distribution. Current sectional circulation guarantees are shown on map. 


Yes, in the chains where your grocery products are sold, Family Circe 
is sold, too. For effective, economical coverage— advertise where your 
customers bey. Bey Family Cirde, where every impression counts. 


~ NOW GUARANTEEING 3,000,000 COPIES @ 


FAMILY CIRCLE MAGAZINE - New York »- Chicago + San Francisco 
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Biow Names Three 
Former D‘Arcy Men 
to Work on Pepsi 


New York, July 12—-Biow Co., 
which services Pepsi-Cola, has 
added three executives who for- 
merly worked at D'Arcy Advertis- 
ing, which handles the Coca-Cola 
business 


Money in Dixie 


THE SOUTH IS GOING MODERN 
witha bang! The wise boys are push- 
ing blue chips into this market, and 
cashing in. SOUTHERN FARMER 
reaches the ‘‘cream of the crop”’ in 
the Southland at a lower cost-per- 
thousand than any other farm publi- 
cation. Get the facts and figures today. 
They’re exciting if you're looking for 
ad-action. Send your letterhead. 


SOUTHERN FARMER 


737 N. Michigan Ave., Chicago 11,1. fume dispenser 


The Cleveland Press, through 
dependable and comprehensive 
research, provides advertisers 
with all the facts. This 
marketing information 
to the better planning 
vertising and the measurement 


of results. 


They are: John Toigo, formerly 
v.p. and manager of the D’Arcy 
New York office; Ed Sherry and 
Lou Berger, account executives 
with D’Arey 

At Biow, Mr. Toigo will be v. p. 
in charge of special plans for a 
group of accounts, including Pepsi. 
Mr. Berger will work on special 
plans and special activities for 
Pepsi bottlers, and Mr. Sherry be- 
comes a member of the creative 
staff 

As a result of the shift, the trio 
will again be working, in a sense, 
for Al Steele, president of Pepsi- 
Cola. Mr. Steele, who left Coca- 
Cola to join Pepsi in April, 1949, 
at one time was a D’Arcy execu- 
tive in charge of the Coke account 


Kimberly Appoints Factor 
Kimberly Corp., Culver City, 
Cal., has appointed Ted H. Factor 
Agency, Los Angeles, to handle its 
advertising, largely in magazines. 
In addition to its ball point pens, 
the company is planning to intro- 
duce a purse-size ball point per- 


current 
is vital 
of ad- 


The only daily paper 


‘Good Housekeeping’ 
Rate Hike Softened 
by Discount Offer 


(Continued from Page 1) 

Also in the rate rise parade is 
Today's Woman, whose b&w page 
will go from $3,000 to $3,275 in 
January. 

On the heels of 
& Gardens’ 
July 9), 


Better Homes 
announcement (AA, 
Successful Farming, 
Meredith Publishing Co.'s other 
magazine, jumped its four-color 
page from $4,435 to $4,900 and the 
b&w page from $3,285 to $3,625. 


@ Dun's Review's rate of $695 for 
a b&w page becomes an even $800 
in October, and the Canadian 
Weekend Picture Magazine, which 
will not publish its first issue 
until Sept. 8, has already revised 
its rate—with greater distribution 
in addition to growing costs given 
as the reasons. Effective Jan. 1, 
a monotone page goes to $3,325 


that adequately covers Metropolitan Cleveland 


erecertos ad 


from $2,900, and a four-color page 
will be $4,025, replacing the $3,500 
rate. 

Latest members of the Weekend 
group are five Thomson Co. 
dailies: The Prince Albert Herald 
and Moose Jaw Times-Herald, 
both in Saskatchewan, and the 
Kirkland Lake Northern News, 
Port Arthur News-Chronicle and 
Timmins Press, all in Ontario. 


‘MIRROR’ RATES UP 

A.LToona, Pa., July 11—An in- 
crease of 1l¢ per line will bring 
the advertising rate of the Altoona 
Mirror to 14¢ a line on Sept. 1. 


Zellerbach Lists Earnings 
Crown Zellerbach Corp., San 
Francisco, reports a record $25,- 
323,650 consolidated net income for 
the fiscal year ended April 30, 
equal, after preferred dividends, 
to $8.21 a share on common stock. 
This compares with a net of $18,- 
956,373, or $6.12 per share for the 
preceding year. Sales for the pe- 
riod were $225,768,803, as against 
$171,928,454 for the vear before. 


* 
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Advertising Age, July 16, 1951 


All 17 Clients of 
Duane Jones to Sit 
Tight, Agency Says 


New York, July 12—Retirement 
of Duane Jones from Duane Jones 
Co., announced exclusively by AA 
last week, and the switch of Ralph 
Smith, executive v. p., to Sullivan, 
Stauffer, Colwell 
& Bayles, will not 
result in the 
withdrawal of 
any of the Jones 
agency's 17 cli- 
ents, AA was 
told today. 

Robert 
president, said 
the agency was 
undergoing a cor- 
porate reorgani- 
zation and that 
he would announce details in about 
a week. However, he denied re- 
ports that a triumvirate consisting 
| of himself, Joseph Scheideler and 
| Paul Werner, account executives 
and v.p.s, would be running the 
company. 

“The reorganization will defin- 
itely not see any three guys sit- 
ting on top of the barrel with 
every one else shoved underneath,” 
Mr. Hayes said. “The agency setup 
will remain as is. No board chair- 
man will be named to replace Mr. 
Jones 


Hayes, 


Robert Hayes 


e “As a matter of fact,” he added, 
“this arrangement coincides ex- 
actly with the thinking of our cli- 
ents, who have insisted that agency 


officers, department heads and 
other personnel remain at their 
present posts. Our clients liked 


what they had and they want it to 
stay that way.” 

Among the agency’s clients are. 
Borden Co., Manhattan Soap Co. 
' (Sweetheart soap), Marlin Fire- 
arms Co., Mennen Co., Tetley Tea 
Co., Wesson Oil & Snowdrift Sales 
Co., and Pharmaco Inc. 

Meanwhile, Mr. Jones announced 
that he has resigned from the 
agency he founded in 1942 “to 
make an international advertising 
survey.” He plans to go to Wash- 
ington briefly and then travel to 
Europe to study international trade 
in Atlantic Treaty countries. Mr. 
Jones will remain abroad most of 
the summer. 

A specialist in package goods 
advertising, Mr. Jones said that 
“due to changes now in the mak- 
ing in international business, prob- 
lems that now apply to my partic- 
ular field need to be explored so 
that principles and techniques may 
be broadened to fit international 


requirements.” 


William Gage. Wayne White 

Named Campbell-Ewald V.P.s 
William H. Gage Jr. and Wayne 

E. White, account executives of 


'Cambell-Ewald Co., Detroit, have 


been promoted to v.p.s of the agen- 
cy. 
Mr. Gage supervises several ac- 


Wayne E. White 


William Gage Jr 


counts including Detroit Edison 
Co., Champion Paper Co. and 
Great Lakes Steel. Mr. White is 


supervisor and chief contact man 
for a group of General Motors 
Corp. parts and accessory accounts. 


Feller Joins Ketchum Agency 
Eugene W. F. Feller, formerly 
managing editor of Industry & 
Power, has joined the public re- 
lations staff of Ketchum, MacLeod 
& Grove, Pittsburgh agency, as an 
account executive. 


SS SE ) eee ll a. ee 
4 : sant es 
{ ee _ | 
a f 
: 4 gm Ny ag 
te SY ia | 
| | ee, SS) Sea. | 
4 _ You hove ® real coe | BAR - a a 

At ‘KY Eg distribution study Ee LIQUOR c | 

ery bt OALES 
4 / ae 
4 ; os. a 

5 “@ CONSUMER PANEL 5 ~ ai | 

| — ai | 

: | f >|__ | | 

| (0) = i 

: Be |. aio 3 

, it ire, hoe A . | mi 

} AN al 2A ‘ ; x 

“a === 4 ; ae " 

: = ~-§- } e: 
pe _ i 
ee a 

: i 7 

. } (The Cleveland Press 


es 


> nt sd te 
— 


the build-upy 


. 


= 


a 
" x 
— 


that pays off! 


: 
< 
Bi 


advertiser’s Extension 
budget increases 28007! 


Keyed copy proves Extension Means Sales 


Mail-order advertisers énow where their sales come from. In the last 
five years, EXTENSION has sold Niresk Industries’ products to 
Catholic families across the nation. Niresk tested EXTENSION with a 
28-line ad. They were so pleased with the results that they expanded 
to a column and then to a full page. The results were so good that 
they've just scheduled an 8-page section in a Fall issue of EXTENSION! 
Niresk Industries are no exception .. . Every EXTENSION advertiser 
knows that EXTENSION MEANS SALES! 

You'll find that when you schedule copy for EXTENSION, your 
clients get immediate sales plus the long-range benefits of EXTEN- 
SION’S comprehensive merchandising that is second to none. 

For the full story on how you can get the most from the Catholic 
market, phone your EXTENSION representative. 


at do 


Obert 


Karn 


*Sidens 


OVER 558,000 ABC 


ee + aun 


THE LOWEST COST MASS MEDIUM 
Hugh J. Blakeley, Advertising Manager 
1307 So. Wabash Ave., Chicago 5 


New York Los Angeles 


Extension « 5 Columbus Circle Don Horwoy & Co. 
COlumbus 5-8133 1709 W. Eighth St 
Philadelphia Detroit 
R. W. McCarney Co. Hil F. Best 
719 Jefferson Bidg. 800 Transportation Bidg 
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NEC, Cities Report 
TV Set Distribution 


New York, July 10—Television 
sets in use in the U.S. totaled 12,- 
769,300 on June 1, according to the 
National Broadcasting Co. Sets are 
now in operation in approximately 


30% of all homes and 47% of 
homes in TV reception areas. 
The study shows New York 


leading the nation’s 63 video mar- 
kets in audience, with 2,930,000 
receivers. Los Angeles is second 
with 933,000, followed by Chicago, 
930,000, and Philadelphia, 858,000. 

The Kansas City, Mo., Electric 
Assn. reports July 1 TV set distri- 
bution in the Kansas City area at 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 
RECENT 
BIRTH 
LISTS 


125,047. Estimates for Miami, Fla., 
as of July 1, indicate approximately | 
75,000 TV sets installed, according 
to Station WTVJ. Station WXYZ 
reports 490,969 sets in Detroit as of 
June 15, an increase of 9,814 over 
the previous month. 

Niagara Mohawk Power Corp. 
lists 207,322 sets installed in Buf- 
falo through June. As of July 1, 


the St. Louis area has 297,000, 
Union Electric Co. of Missouri 
says. 


Milwaukee Marketers Elect 

George L. Staudt, Harnischfeger 
Corp., has been elected president 
of the Milwaukee Industria] Mar- 
keting Assn. Also elected were: 
Don E, Fricker, Heil Co., v.p.; 
R. H. Koehler, Stearns Magnetic 
Mfg. Co., secretary, and C. 
Becker, Becker Electrotype 
treasurer 


Sherk Joins Abbott Kimball 

Hubert C. Sherk, formerly with 
Biow Co., has joined Abbott Kim- 
ball Co., New York, as an account 
executive. 


Co.. 


‘Please with Cheese’ Is Cheese Industry 
Theme for Fall Merchandising and Ad Drive 


Cuicaco, July 11—‘Please with 
Cheese” will be the nation’s cheese 
industry's sales theme this fall as 
it swings into its nationwide ad- 
vertising and merchandising cam- 
paign to promote the annual Octo- 
ber Cheese Festival. 

Sponsored jointly by the Ameri- 
can Dairy Assn. and the National 
Cheese Institute, the campaign was 
outlined here today to representa- 
tives of leading cheese manufac- 
turers and distributors, retailers, 
related food organizations, home 


economists and food editors 
Opening in October, the fifth 
annual festival will be  spear- 


headed by American Dairy Assn.’s 
full-color .spread in the Sept. 29 
issue of Collier's, plus full-color 
ads in October issues of Better 
Homes and Gardens and Look. 


e In addition to the association's 
program, manufacturers and dis- 


tributors of cheese and many rela- 
ted products will back the drive 
with nationwide magazine, news- 
paper, radio and television adver- 
tising. Manufacturers in the re- 
lated products category include 
National Biscuit Co., General 
Foods Corp., General Mills Inc., 
Geo. A. Hormel & Co., Pillsbury 
Mills, Dole Sales Co., American 
Bakery Assn., as well as many of 
the nation’s brewers. 

Feature articles on cheese are 
scheduled to run in Collier’s, Bet- 
ter Living, Good Housekeeping, 
Life, Look, McCall's and others 
during the drive. Trade publica- 
tions highlighting the event in- 
clude Food Field Reporter and 
Super Market Merchandising 


es National Biscuit Co.'s director of 
trade relations, J. Sydney John- 
son, revealed plans for nationwide 
participation of his organization 
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In Northern California 
MORE PEOPLE LISTEN — more often —to KNBC 


than to any other radio station 
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KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Franciseo-Oakland Metropolitan Market — the 
seventh largest, fastest-growing major market in America. 


And as a plus, KNBC penetrates all the rich, fast-growing markets 
Northern 
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey. 


throughout 


California. PLUS MARKETS 


like 


PLUS-Market Case History 


Santa 


Stockton- 
® Population: —195 
from 1940-1950 


Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC can reach all these markets —in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 
age!)—at LESS COST per thousand—than any 
other advertising medium in Northern California. 


© Effective Buying 
an increase of 


® KNBC Audience: 


to KNBC 


Cruz-Monterey 


.831, an increase of 65.8% 


Income* : — $273,41 1,000, 
151.5% 


® Retail Sales*: —$205,017,000, up 194% 


—Week after week, over 


4/5 of the radio families listen regularly 


*Sales Menogement's 1951 Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


50,000 Watts — 680.K.C, 


San Francisco Rep 


resented by NBC Spot Sales 


Advertising Age, July 16, 1951 


during the festival. 

Stating that “related item mer- 
chandising is a dynamic sales tool, 
particularly in self-service food 
where displays of related 
items stimulate impulse buying,” 
Mr. Johnson disclosed that his 
company’s salesmen will put up 
79,000 displays of Premium Sal- 
tine crackers with cheese during 
October. 

Will A. Foster, v.p. of Borden 
Cheese Co., offered some sugges- 
tions for increasing cheese con- 
sumption during the campaign. 
Among them were: 

Decorations and posters promi- 
nently displayed on cheese fac- 
tories and on plants of dairy equip- 
ment manufacturers; bumper strips 
on trucks and other transport ve- 
hicles of processors and distribu- 
tors, and talks at service clubs 
and women’s clubs on the “ro- 
mance of cheese,” with samples for 
members to enjoy. 


stores 


se In the food store field, Mr. Fos- 
ter urged retailers to arrange early 
with cheese suppliers for suitable 
festival display materials. Since 
this is the centennial year for the 
cheese industry, a combination of- 
fer of several cheese varieties and 
related items “priced at 100¢ is 
a natural,” he said. 

That cheese will be in good sup- 
ply for the fall was predicted by 
L. E. Cahill of Wilson & Co. He 
said that even though current pro- 
duction is down 6% from last year, 
consumption can go up because 
exports are less, imports are more 
and stocks on hand are good. 


Four A’s Register Published 

The 1951 “Roster and Organiza- 
tion” of the American Assn. of 
Advertising Agencies, listing 254 
agency members of the Four A’s 
in 66 U. S. and 24 foreign cities, 
has just been issued. Included in 
the roster are the organization's 
standards of practice for advertis- 
ing agencies; agency service stand- 
ards; complete list of committees, 
and a list of 428 people from mem- 
ber agencies serving on commit- 
tees and related bodies. 


Tabak Names Calkins Agency 

Calkins & Holden, Carlock, Mc- 
Clinton & Smith has been appoin- 
ted agency for the women’s sports- 
wear line of Tabak of California, 
Los Angeles. 


George D. Close Names Two 

Jess M. Laughlin has been 
named manager of the Los Angeles 
office of George D. Close Inc. Also 
assigned to that office is Robert 
Harner Jr 


THERE'S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 

LOOK AT THE EVIDENCE 


A 9-County Market 
With 
GENERAL MERCHANDISE 
SALES of $31,097,000* 


*Sales Management, 1951 
Survey of Buying Power 
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WINSTON-SALEM TWIN CITY 
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Ever see a kid who 
didn't want something? 
With such natural 
equipment as a tear, 

a pout and a smile he 
makes others want, too. . ~ 
especially parents! 

With both desires and 
dough, America’s 8 to 20 


year olds are a booming 
market in themselves. 
And as an active, vocal 


and persistent factor in 


family purchases, they 
are your lifeline to 


the marketplace. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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St. Regis to Raise 
Coated Stock Aug. 1; 
Finnish Prices Up 


New York, July !2—St. Regis 


Paper Co. will increase prices on 
its machine coated paper Aug. 1, 
subject to Office of Price Stabili- 


zation approval, local dealers were 
advised this week. 


The increase on 45 Ib. stock will 


be $13 a ton, and on 50 Ib. and 
heavier stock the increase will be 
$2 a ton. Whether OPS will allow 
the increase probably will depend 
on congressional action on the 
Defense Mobilization Act 


Another price development of 
i 


the week has been the announce- 
ment that Finnish newsprint on 
contract, which was increased July 
1 to $116 a ton delivered in New 
York, will be raised $9 a ton on 


Aug. 1 to $125, a price which is 
guaranteed to Dec. 31, 1951. Cus- 
tomers have been advised that 


Finnish mills hope to be able to 
cut back on prices for 1952 de- 
liveries. 


@ The cost of wood in Finland to- 
day is reported to be about two 
and one-half times the present 
cost per cord in North America be- 
cause of bidding for wood in Fin- 
land by England, France, Ger- 
many, Norway and Sweden. 

In addition, 


_NOW-you can pinpoint your advertising to 
AMERICA’S ARMED FORCES 
spendable income than ever before! | 


; _ sell them, tell them-through 
ARMY and AIR FORCES BASE NEWSPAPERS 


W. 8. BRADBURY CO., 


122 EAST 42nd ST. N.Y 


MU 3.7595 


ocean freight rates | 


| $245 a ton delivered here. 


increased 25% in January, and an 
export tax of $10 a ton was im- 
posed by the Finnish government 
in April. 

While no U.S. mill has incvensed| 
its newsprint price, there are sol 


General Mills’ 
‘Tribune’ Test 
ports that increased costs i 
ake higher » bl I 
make higher prices inevitable. 1! Te Inconclusive 


gress passes new price control leg- 


islation, will lend a sympathetic (Continued from Page 1) 


ear to U.S. newsprint producers’ Softasilk, Gold Medal flour, Betty 
pleas. Crocker cake mixes and Crust- 

Pacific Mills Ltd. Canadian| quick. (When the column began, 
subsidiary of Crown Zellerbach | products promoted in it were Bis- 


Corp., has increased its price $10) quick, Gold Medal, Cheerios, Apple 
a ton to $115 at Vancouver. Pyequick and Betty Crocker split 
The so-called black market is| pea soup—the latter two no longer 
very quiet, dealers say, with the| marketed by General Mills.) 
asking price for spot delivery of | 
newsprint still holding at about|/# The Tribune experiment has 
| provided General Mills with sev- 
leral types of research material— 
and Mr. Hughes told AA “we have 
been very happy with what has 
han deco “Obed on | Bone on.” Knox Reeves Advertis- 
ABC-TV pin favor of a nll. ing, which has handled the cam- 
dramatic program to be filmed| Paign, has experimented, he said, 
in Hollywood. McCann-Erickson,| With various copy approaches and 
New York, is the agency. ‘learned the value of using this 


Gruen Shifts Program 
Gruen Watch Co., Cincinnati, 


A DIAMOND 


How fitting it is that this imperishable, 
precious stone is chosen to symbolize the hope 
that marriage, too, may be. . . 


forever. 


Year in and year out, advertising for De Beers 


IS 


Consolidated Mines, Ltd. (our client since 


1939) has dramatized and strengthened the diamond 


FOREVER 


engagement-riag tradition. And in the 
interests of the happy couple, each advertisement 


has urged consultation with a trusted jeweler. 


This vear, 


some 1,750,000 radiant brides will 


accept the promise and challenge implicit in marriage. 


Most will have diamond 


Fy vw, 


abov ce all, 


engagement rings. 


a diamond is forever. 


N.W. AYER & SON, INC. 


Philadelphia New York Chicago 


Detroit San Francisco 


Hollywood Boston Honolulu 


Advertising Age, July 16, 1951 


editorial-type technique for the 
food company. (About a year ago 
“more sell” was put into the copy, 
the Friday column shifted more 
to a merchandising approach, and 
the number of products mentioned 
was reduced, Mr. Hughes pointed 
out.) 

General Mills invested about 
$340,000 for space in the Tribune 
during the 2‘ years of the experi- 
ment (104,000 lines a vear at 
$1.25 a line), and has spent $30,- 
000 or $35,000 for research work. 
The latter has included a “brand 
attachment” study among Chicago 
Tribune readers, conducted by the 
company in collaboration with Dr. 
George Brown of the University 
of Chicago. Dr. Brown is now com- 
pleting his study of the basic 
material and will publish a report 
on his findings, probably in the 
fall. 


@ The Tribune and the Chicago 
chapter of the American Assn. of 
Newspaper Representatives origi- 
nally “sold” General Mills execu- 
tives on the value of the test, con- 
sidered by many advertising men 
one of the most thorough ever 
made of the value of “continuity” 
advertising. One argument they 
advanced for the test was that 
the Tribune’s 700-family panel 
survey showing readers’ buying 
habits would show the sales ef- 
fectiveness of the column. This, 
Mr. Hughes said, has proved quite 
helpful. 

As to the actual sales results, 
all Mr. Hughes would say was that 
sales varied markedly product by 
product. This reticence may per- 
haps be linked up with remarks 
he made 16 months ago, before 
Chicago marketing men, when he 
fave many the impression that 
attempts to correlate sales with 
the ad test had been disappointing 

At that time Mr. Hughes said 
sales in the Chicago area increased 
for most products but their corre- 
lation with the column was not a 
good one. Sales of some products 
increased just as much in areas 
where no effect could be felt from 
the Chicago test, he said then. 


e Mr. Hughes also reported last 
year that the Betty Crocker column 
in the Tribune had shown excep- 
tionally good readership ratings. 
This, in turn, can be compared 
with General Mills’ experience 
several years ago with Wheaties 
cartoon advertising. The Wheaties 
cartoons, as is generally known, 
gained high readership but could 
| never be proved to generate sales. 
| As for comparisons of the Betty 
Crocker editorial-type Tribune ads 
| with similar Betty Crocker copy 
run occasionally in magazines, Mr. 
| Hughes told AA that the magazine 
| ads of this type have not run for 
several years and therefore pro- 
vide no valid comparison. 

For some time, General Mills 
| has invested about 5% of its total 
ad budget in newspaper space. 
| That percentage still holds. Mr. 
| Hughes indicated that no decision 
will be made for at least two 
months as to whether further ex- 
perimentation with newspaper 
space, aside from the Spokane and 
Fort Wayne tests, will be made. 


Brown-Forman Reports Income 
Brown-Forman Distillers Corp.., 


Louisville, reports net sales of 
$68,890,112 for the fiscal year 
ended April 30—an increase of 


more than $23,000,000 over sales 


| of the previous year, Net earnings 
| were $4,674,514, as compared with 


| $3,242,612, and earnings per share 
rose from $4.64 to $7.07. 


NG ~ FILLING-IN 


AYLTIGRAPHING 


THE LETTER omer. Inc. 
&. Dearborn St, Chicago 5, Illinois 
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Portrait 


of An 


Ad 


— 


hte 


* 


” 


Manager 


without 


Completely without worries? Fantastic 
we know. 


But there is a way an advertising man- 

ager can get big help on one of the most 
important phases of his job . . . the build- 
ing of effective advertising at the point- 
of-sale. 
Let’s face it. This vital link in the market- 
ing program often gets the short end of 
everyone's time . . . at the agency, in the 
advertising and sales departments. Too 
often it’s a last minute thought. 


Worries 


So, why not call CHICAGO SHOW, 
and then put your feet on the desk. This 
nation-wide organization is staffed and 
equipped to bring expert planning to your 
point-of-sale program. We can follow 
through on the whole job . . . creative 
ideas, art, production, distribution 

and we know how to make it work! 


Let us talk to you about your fall 
campaign plans now. Chicago Show Print- 
ing Co., 2640 N. Kildare, Chicago; 400 
Madison Ave., New York; Offices in 
principal cities. 


* Stanzall Outdoor Signs 
« Mystik Self-Stik Labels 
* Booklets and Folders 


* Cloth and Kanvet Banners and Pennants 
* Mystik Self-Stik Displays 
* Mystik Can and Bottle Holders 


* Cardboard Displays “ Y 
pwern1siq at the POINT-OF-SALE 


* Animated Displays 
* Econo Truck Signs 
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claims it tastes 
round a campfire... 


(A 100-proof argument to be pondered by 
prudent advertisers of spirituous liquors) 


MEN ARE A PUZZLE to Mrs. Henry Perkins. 

Take Henry, her husband, for example. A nicer guy 
you never met. A solicitous helpmeet. A firm friend. A 
convivial host, famed as the architect of Martinis and Old 
Fashioneds that guests sip with sobs of sheer rapture. But 
Henry Perkins is given to strange moods which Mrs. P. 
can't explain. 

There are moments whgn the gayest party loses its 
hold on Henry. He becomes silent and aloof. He stands a 
stranger in the crowd, his thoughts far away, while his 
eyes retlect the proud, fierce melancholy of an old bull elk 
recalling its reign as King of the Forest. 

These moods of Henry’s are recognized in psycho- 
analytical circles as sportsman’s schizophrenia, an interesting 
mental fixation that afflicts millions of American males. 
(The condition is sometimes termed **Them-were-the-days 
Syndrome” by breezier elements of the leather couch set.) 

Its symptoms are well known: a profound conviction 
that nothing tastes as good indoors as it does outdoors, from 
roast venison to bonded bourbon; an insistence that a man 
never enjoys a drink to the fullest until he’s relaxed before a 
roaring fire, dog-tired and happy after a day spent squat- 
ting in the duck blinds with his pants in a puddle, or stand- 
ing in a trout stream up to his pancreas in icy water. The 
drink, of course, should be fine and mellow and served 
preferably in a tin cup. 

This curious quirk which Henry Perkins shares with 
so many brethren of the rod-and-gun can make things 
really tough for liquor advertisers bent on selling their 
brands to sportsmen. 

For example, you'll leave Henry and his friends colder 
than a coot’s snoot by picturing your product in a high- 
style setting with indoor artwork and pseudo-sophisticated 
copy. 

On the other hand, if you want Perkins and Co. posi- 
tively slavering in anticipation and memorizing your brand 
name, you'll tease them with ads that picture the prod- 
uct the special way Henry likes to think of it...as a 
fitting reward for a good day’s work in the out-of-doors . . . 
as a pleasant relaxation for men who deeply enjoy the 


good things of life... as a part of the good fun and good 
fellowship sportsmen find together. 

This specialized approach is known as “looking for the 
sportsman angle” and it is just as important to advertisers 
as never underestimating the power of a woman. 

Many products have a “sportsman angle’’ that can be 
exploited for important sales in this four billion dollar 
market...products as varied as pancake mixes and electric 
shavers. Sportsmen get hungry, beards get tough in outdoor 


When you've got your “sportsman angle”’ there’s just 
one more thing to do. Put it to work in the magazine that 
Henry Perkins and others like him read with a strange and 
wonderful enthusiasm ...a magazine that gets cover-to- 
cover perusal from Henry and his friends... a magazine 
that catches men in their mellowest, most relaxed mood 
and makes them receptive, as no other medium can, to a 
sales story that’s slanted to the sportsman and makes 
sense to him. 


It’s “Sports Afield.” 


Don’t overlook 


the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN'S MAGAZINE 


*Sportsmen get thirsty too. A recent survey reveals 83 5 % of 
“Sports Afield”’ subscribers use alcoholic beverages 
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How Ethical Are Codes of Ethics? 


There is an old story which once went the rounds of the research 
business, 
like this 

“Sam,” 
the size 

“Well “I don’t know as I can rightly say. But 
if seems to me that my average tip is about a dollar.” 


to everybody’s considerable amusement. It went something 
said the bug on research to the Pullman porter, “what is 
of your average tip?” 
boss,” said Sam, 
“Well,” opined the research man, “if your average tip is a dollar 
you must do pretty well on this run.” 

“Seems as though I should, boss,” the porter said. “But the trouble 
ig, suh, that very few people comes up to the average.” 
the standards of 
Practice and the codes of ethics which are so prevalent in the ad- 


That, in essence, seems to be trouble with the 
Vertising and publishing and broadcasting businesses, as in all other 
businesses 

The the high 


sOunding and high minded. But practically no one bothers to live 


standards are for most part excellent. They are 
Up to them. They are there, attractively framed and probably hand 
Muminated, for the casual visitor to peruse while he waits for Mr. X 
tO come out of his conference and give him three minutes of his time. 
They are handy for pointing with pride in convention speeches and in 
amnual reports, and for similar purposes. 

But the plain fact is that in too many instances these fine, high 
sOunding codes of ethics are not meant to be observed, except “by 
the other fellow.” There is always some convenient loophole which 
@Mables practically everyone to violate the sacred precepts without 
doing any particular violence to his own conscience or those of his 
fellow business men 

And this is the saddest problem of all. It is, to a large extent, 
the measure of the moral decadence that makes us all fear for the 
future of our country and of the world. 

To set moral standards low is undoubtedly bad enough; but to 
set them high and have no intention of observing them is far worse. 
If the standards have been set so high that they are for all practical 
purposes impossible to observe, then let us examine them coldly 
and dispassionately, and lower them to a practical, liveable level. 
That is far better than what most of us are doing now 


The Need for an American Doctrine 
We commend for your reading, in case you missed it, the resume 
af the recent talk by Theodore S. Repplier, president of the Adver- 
tising Council, which appeared in last week's ADVERTISING AGE. 
Mr. Repplier asks 


that America and Americans develop a clear-cut “American doctrine” 


probably with more politeness than he should, 


before we go swinging our propaganda clubs around the world. And 
he is approaching the core of the matter 

While statesmen, politicians and just plain citizens debate such 
things as whether or not the Voice of America is doing a decent job, 
and why the sales techniques of advertising are not more used for 
the job in hand, the only proper question seems to be: 

What are we selling? 

In effect, American propagandists have been asked to do a sales 
job without being given a product which can be either clearly seen 
or clearly described. What are we selling, anyhow? How can we hope 
to sell it unless we know, for a certainty, what it is—unless we can 
describe it in concrete enough terms to make other people really 
want it in preference to what they already have, and in preference 
to what others are trying to sell them? 

And please don’t make a sound of impatience and say that every- 
one knows what we've got. Everyone doesn’t know. If they did, we 
wouldn't have to sell it. They’d grab it off our shelves. 


Electrical Dealer 


| What They're Saying 


Sometimes We Know Too Much 
for Our Own Good 

There are lots of cases to prove 
that we often know too much for 
our own good...and that we could 
often do better if we forgot all 
the future acted as 
though things were always going 
to be all right. 

Matt Bride used to 
salesman for a 


about and 


work as a 
company in the 
shipping bag business. When the 
Korean war started, his company’s 
entire output was taken by manu- 
facturers fearing shortages, and by 
companies working on military or- 
ders, and the company no longer 
needed salesmen. 

Matt took stock of the situation: 
He had the Marine Air 
Force. Marines were being called 
right and left. So Matt figured it 
wouldn't be long before they'd be 
beckoning to him. No 
get a job when he practically had 
one foot in the Marines. 

Matt went to the Marines, vol- 
unteered for duty, wound up his 
affairs, and got a new car (be- 
cause it looked as though cars 
would be scarce and he'd need one 
to haul his family all over the 
country after him when he went 
into That was in late 
July or early August. Matt waited. 
In September he went around 
again and said, “When?” They 
said, “Just wait.” September, Octo- 
ber: “When?” “Just wait.” 

Matt said, “The heck with that,” 
and went out and got a job selling 
space for Modern Bride magazine. 
(In late October he received word 
he wasn’t needed in the Marines.) 
As this is written, in late June, 
Matt is still working for Moderr 
Bride, still untouched by the Ma- 
rines, still unlikely to be called, 
and doing very well, thank you, 
except that he’s a poorer and wiser 
man as a result of his months of 
waiting 

“If I just hadn’t known so much 
about the situation last summer,” 
he says, “my bank account would 
be bigger now.” 


“Dividends,” published by Ketchum 
MacLeod & Grove, Pittsburgh 


Higher Priority on Food 
Studies made by the Depart- 


ment of Agriculture have shown 
that low-income families were giv- 


been in 


chance to 


training). 


ing food a higher priority in their 
budget in 1948 than in 1942. The 


lowest economic third of the pop- 


ulation spent about two and a half 
times as much for food as did the 
lowest third in 1942. The highest 
economic third spent only 70% 
more for food than the highest 
third in 1942. 

The lowest third used about 
30% more meat, poultry, fish and 
eggs, about 20% more milk and 
milk products, tomatoes and citrus 
fruit and green and yellow vegeta- 
bles, and about 10% more of other 
fruit and non-starch vegetables 
The high income third showed no 
appreciable increase in the use of 
these foods. 

Both groups used fewer potatoes 
and about the same amounts of 
grain and fats as in 1942, but be- 
cause of food habits, the low-in- 
come group benefited more from 
enrichment of grain products than 
lid the higher income groups. 


—Dr. James M. Hundley, consultant 
on nutrition to the National Security 


Resources Board, at the National 
Dairy Council's summer meeting in 
Chicago 


It All Depends 

Advertising is like fire, every- 
thing depends upon how it is 
used. For anyone, advertiser or 
consumer, to praise or condemn 
advertising as a whole, would be 
about as intelligent as to praise or 
condemn fire, music, art, or atom- 
ic energy. Advertising is tech- 
nique of presenting an affirma- 
tive case for a product or any 
idea. 

It may be used to promote snake 
oil or an anti-tuberculosis cam- 
paign. Employed with good taste 
in spreading public acquaintance 
with meritorious articles, it has 
a real function to perform. Used 
to accent the shoddy and the 
worthless, and thus undermine the 
consumer faith in our advancing 
technology, it may prove a grave 
disservice. 

Henry R. Richards, speaking for Dr 


Colston E. Warne, president, Con- 
sumers Union, Alpha Delta Sigma 
convention 


Sloganeer 

Motorists on the Oxford Road 
blinked when an Auster aircraft 
flew over towing a banner. 

“Eat More Grass” was the slo- 
gan. 

The pilot, it transpired, was not 
on an advertising flight. Me was 
drying some banner letters which 
had been dropped in a stream! 

-Advertiser's Weekly. 
14 issue 


London, June 


Advertising Age, July 16, 1951 


Rough Proofs | 
A veteran space buyer who re- 
tires, like E. A. W. Schulenberg, 
after 43 years’ service, is entitled 


to enjoy without restriction the 
wide open spaces. 


Salesmen want more toasters, 
says a prize contest house, which 
probably can testify that 
sales managers want more sales- 
men who deserve to be toasted. 


also 


“Most runners look alike at the 
starting line,” remarks Ideal Wo- 
men’s Group. 

Judging by the number of mu- 
tuel tickets 


regularly torn up, 
that goes for horses, too. 
e 
A report from Portland, Ore., 
says federally inspected horse 
meat is now in greater demand 
than ever before. The word is 


being passed around that it’s dog- 
goned good. 


During the first six 
1951, paper mills 
tons of waste paper 

The campaigners call it 
waste paper 


months of 
used 5,000,000 


don't- 


“If you are over 40 and under 
55, and settle down,” 
starts a help-wanted 
ad. 

If the boys of that age aren't 
ready to settle down, they must be 
incurable optimists. 


ready to 
publisher's 


“Nobody but Ripley fixes Rip- 
ley’s prices,” declares the news- 
paper ad. 

Believe it or not. 


Cigar Institute is conducting a 
survey to find out why men smoke 
cigars. 

Probably because their wives 
smoked the same brands of cig- 
arets they did. 


Two headlines from neighboring 
pages of a recent of the 
world’s greatest advertising jour- 
nal: 

“What happens when Life hits 
Philadelphia?” 

“In Philadelphia nearly every- 
body reads the Bulletin.” 


issue 


Chicago leads the country in in- 
creases in food store sales per 
capita, with a 10-year gain of 
242%, A. C. Nielsen says. 

Promotion of reducing diets 
evidently hasn't made much head- 
way. 


The National Association for the 
Advancement of Colored People 
protests against the TV version of 
“Amos ‘'n’ Andy,” now presented 
by an all-Negro cast. 

Any objections to reviving “Por- 
gy and Bess”? 


e 
Modern Brewery Age says Wis- 
consin led the nation in beer con- 
sumption in 1950. 
How do Kentuckians rank in 
bourbon intake? 
Copy Cus. 
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In America’s 
You have to 


on both sides of the City line. 


‘ — 


is at home both places. 


Consecutive Year of Total 
Advertising Leadership 


THE INQUIRER is a daily necessity in homes 


roa 


New apartments spring up in the heart o 
town—and outside city limits. THE INQUIRER 


in Philadelphia! 
A> 


3rd Market 
know the— 


BE 


PHILADELPHIA’S GREAT GROWTH IS 
FOCUSED IN THE HUGE TRADING 
AREA OUTSIDE THE CITY LIMITS! 


Oil is basic to Philadelphia's progress. Great 
refineries—old and new—help make this in- 
dustrial area world's most diversified. 


Never has industrial expansion been so intense in the great 


Philadelphia area as it is today. Never have so many new 
industries, new homes, new highways been started at one 
time. And most of this activity is in the fast-expanding 
suburban area just beyond the Philadelphia city limits. 


More proof of what THE INQUIRER—now backed by 
official U.S. Census reports—has said for years. “Vital 
Half” of America’s 3rd Market is OuTsIDE the City Limits. 
Here live half the people . . . here are half the sales! 


THE INQUIRER gives intense City coverage... AND 
REACHES OUT TO THE SCORES OF BUSTLING CITIES, TOWNS, 
COMMUNITIES in the entire area. 


To get on the inside of this great expansion, be sure that 
THE INQUIRER heads your schedule! 


The Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260, West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Drewrys’ ‘51 Ad Budget to Exceed $750,000 


SoutH Beno, July 11—Drewrys 
Ltd., which last week named Mac- 
Farland, Aveyard & Co., Chicago, 
to replace Maxon Inc., Detroit, as 
its agency (AA, July 9), will in- 


vest “more than $750,000 [the 
1950 figure] in advertising during 
1951," according to Rudy A. 


Moritz, v.p. and general manager 
of Drewrys. 

Drewrys' ad budget breaks down 
about as follows, Mr. Moritz told 
AA 

1. One-third in 24-sheet posters, 
which are used in every area in 
which the company distributes its 
beer and ale. 

2. One-third in the 80-85 news- 


Y 
20 sec.10 1 Minute 
ANIMATED COMMERC 


papers in its distribution area, in- 
cluding r. o. p. color pages in about 
15 papers. 


75% of the 
of Drewrys’ 


es 3. Approximately 
remaining one-third 
budget goes for TV programs in 
Chicago, Detroit, Grand Rapids, 
Kalamazoo, and Lansing. Programs 
consist of music, sports, and mys- 
teries. The Chicago show is live; 
the others are on film. 

4. The other 25% of the remain- 
ing one-third is used for radio, 
which includes spots and five- 
minute sport shows in 30-35 cities 
plus broadcast of the Chicago 
Cubs’ games in South Bend. 

Approximately 85% of the ad 
appropriation goes for Drewrys 
Extra Dry beer, Mr. Moritz said, 
the remainder goes for its ale. 

Drewrys distributes its beer and 
ale throughout Michigan and Indi- 
ana, in northwestern Ohio, Chicago 
and northern Illinois, plus some 
spotted distribution in surrounding 
States. 


x 
Fe. 


Buys Interest in Lansburgh 

Controlling interest in Lansburgh 
& Bros. Co., Washington depart- 
ment store, is being acquired by 
City Stores Co., subsidiary of 
Bankers Securities Corp., Phila- 
delphia. Acquisition of the store, 
with an annual volume estimated 
at $20,000,000, will give City Stores 
its 12th retail establishment. Re- 
ports indicate that City expects 
to carry out its policy of suburban 
branch store development for 
Lansburgh’s. 


Melvin. Newell & Rector 
Opens Office in Chicago 
Melvin, Newell & Rector, Holly- 
wood product promotion concern, 
has opened Chicago offices at 203 
N. Wabash Ave. Robert Bodine, 


formerly promotion director of 
RCA Distributing Corp., has been 
named general manager of the 
branch. 


Denver Chest Names McCord 

Hallack McCord, formerly ac- 
count executive of C. F. Cusack 
Advertising Agency, has been 
named public relations director of 
the Denver Community Chest. 


Advertising Age, July 16, 1951 


More Reasonable Direct Sales Ordinances 
to Be Sought by Magazine Selling Units 


New York, July 10—Central 
Registry, magazine subscription 
unit sponsored by the National 
Assn. of Magazine Publishers, will 
redouble its efforts to eliminate ir- 
regular selling practices, Harold F. 
O'Hanlon, secretary of the registry, 
says. 

The organization will work more 
closely with Better Business Bu- 
reaus and chambers of commerce 
on the local level, he said, and will 
also suggest adoption of “regula- 
tory” rather than “prohibitive” lo- 
cal ordinances governing direct 
selling 

The recent Supreme Court deci- 
sion in the so-called “Green 
River” case, under which the legal- 
ity of local ordinances prohibiting 
door-to-door selling was upheld, 
will be further contested, he said. 
A petition for a rehearing in the 
of Breard vs. Alexandria has 
been filed by attorneys for Breard, 
he revealed, and NAMP attorneys 


case 


it is often the tremendous trifles, the 


imponderables, that tip the scale in 


Every business executive knows 


his favor. Take, for ecample, prestige. 


You can’t put a price-tag on it. 


You can’t measure it with yardstick or 


slide-rule. Yet it is the pearl of great price. 


| 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 


The prestige practical builder enjoys today in the light 


construction industry is no accide 


Builder has done...a 


count in that industry. Yet 14 


costs you nothing. 


nd is doing... for the people who 


..and means everything. 


“THERE'S MONEY IN REMODELING 


pt. It is the cultural outgrowth of what Practical 


then you buy space in PB, that prestige 


.--0f the light construction industry 


Send for this new 64-page book. 


Free to any manufacturer who asks for it on his letterhead, 


have also filed a reargument brief 


@ Regardless of the legal outcome, 
Mr. O'Hanlon emphasized that the 
magazine industry will conduct its 
subscription business on two prime 
bases: 

“1. This will include continuance 
of the intense effort of Central 
Registry to eliminate al] forms of 
irregular selling practices by solic- 
itors in the field. At a recent open 
meeting, member agencies of Cen- 
tral Registry went on record to 
intensify their efforts to secure full 
and complete adherence by their 
solicitors to our standards of fair 
selling practices. 

“There will also be an extension 
of cooperative efforts with Better 
Business Bureaus and chambers 
of commerce at local level to 
maintain the good pattern of self- 
regulation which has been in evi- 
dence in the last few years. 

“2. An active effort will be 

made,” Mr. O'Hanlon said, “to of- 
fer on its merits a model ordinance 
embracing regulatory rather than 
prohibitive features to all muni- 
cipalities which may feel the need 
of local legislation in respect to 
solicitors and canvassers.” 
e Central Registry was estab- 
lished in 1940, and embraces 108 
publishers of 343 publications 
which have an estimated circula- 
tion of 137,000,000 copies per is- 
sue. Affiliated with it are 49 field 
subscription agencies, each of 
which has posted with Central 
Registry a cash deposit of $1,000, 
or equivalent bond, to guarantee 
that subscriptions are forwarded 
to publishers. 


Dan River Unit Changes Name 


The export subsidiary of Dan 
River Mills Inc., formerly G. A 
Stafford & Co., has changed its 


name to Dan River International 
Corp. H. Allen Wright, formerly of 
the sales staff, was recently named 
director of field operations. The 
name of G. A. Stafford & Co. con- 
tinues to be the property of Dan 
River. 


CofC Names Helene Wentzel 

Helene Wentzel, formerly edi- 
tor of publications for the Colora- 
do State Planning Commission, 
has been named manager of the 
Steamboat Springs, Colo., Chamber 
of Commerce 


Miller to Air Eagle Games 
Miller Brewing Co., Milwaukee, 
has signed to sponsor broadcasts 
of the Philadelphia Eagles pro- 
fessional football games over Sta- 
tion WCAU, Philadelphia. Miller's 
agency is Mathisson & Asseciates 


KEEPS YOUR HAND ON THE 
PULSE of your industry your 
competition We read about 
anything you want to know 
in practically all the daily and 
over 6000 weekly English 
language newspapers. Its 
thorough, professiona! and 
inexpensive 
PRESS 
¢ iG BUREAUS 
CONSOLIDATED stiri ssn 
° 


43) SOUTH DEARBORN STREET, DEPT. 
CHICAGO 5, ILLINOIS 
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It was a hot Sunday in the City Room. The 
assignment sheet looked blank as a defaulted 
Beauty Contest blonde. The teletypes were 
strangely silent. Not even a wrong number 
rang on the phone...No news seemed to be 
happening anywhere. Then at 11:03. the 


editorial board buzzed... 


oe re - 
Tus is Mrs. George Kingsley 


“| don’t know whether it’s news or not, but Minnie 


said a voice. 
is having kittens. Kittens were better than 
nothing that day. We told her to go ahead. 

Seems that whenever the scrounging was slim, 
Minnie, an unattached feline, had come to Mrs. 
Kingsley for an occasional handout. 

That Sunday morning, the sound of scratching 
brought Mrs. Kingsley to her front door...and 


there was Minnie, with a kitten between her 


Minnie, the mover... Brooklyn, N. Y. 


front feet. Holding her progeny in her teeth, she 
entered and deposited it on the kitchen floor.. 
to the delight of six year old Sharon Kingsley. 
Streaking to the front door, Minnie made noises 
that indicated out. 

Some fifteen minutes later, Minnie was back 
with Blessing #2... 
drama was in the works, Mrs. Kingsley thought 


of calling The News. 


Aware that a minor Dionne- 


Ciry pesk called Paul Bernius, News camera- 
man on duty at Brooklyn Police Headquarters. 
Bernius tore over with his trusty Graflex, trailed 
the cat over a fence to an abandoned house a block 
away,'secured a notable shot of Minnie crossing 
-kitten in 
mouth, wholly disdainful of the halted traffic. 


a heavily traveled street intersection. . 
Not precisely world shaking, or a Pulitzer Prize 


story, but next morning The News had an 


amusing picture page on Minnie the mover 


DAILY... 


SUNDAY more than 4,000,000 


New York News 


more than 2.175.000 


...and Mrs. Kingsley had a check for her tip. 


Ky ER since its first issue, readers have been 
fights, 
car crashes, local boys and girls making good (or 


phoning The News... alerting us on fires, 
had), the queer, quaint and quizzical, giving us 
And of 


late years, readers have turned photographers, 


head starts on many important stories... 


get cash and credit for usable pictures. 

The News City Desk gets more than 300 tips by 
telephone a day from readers, pays an average 
of $12 


usable stories. 


50.00 a month for tips that turn out to be 


No newspaper in the world has more unpaid 
reporters, more interested reader participants. A 
few million interested readers have made The 
News such a successful advertising medium! 

For a telephone tip on New York's most effective 
call MUrray Hill 2-1234, 


National Advertising Department. 


advertising medium... 
ask for the 
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1,000,000 men of 
influence can be influenced 


in The ELKS Magazine 


When your institutional message or product story is un- 
folded before more than 1,000,000 Elks, you are reach- 
ing one of America’s most selective male mass markets. 
In over 1580 communities, Elks rate as men of influence 
—51.9% are business owners... 46.1% are administra- 
tive and operating executives ...11.6% are professional 
men. The Elks is their magazine, fraternal in nature, 
national in scope, high in editorial excellence. Schedule 


The Elks to sell your ideas as well as your products. 


\ 
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New York + Chicago + Los Angeles + “Detroit + Seattle 
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Loox up to Worcester’s High 
Buying Incomes for new evi- 
dence of the high buying 
power of THE major Central 
New England Market — by 
city, by county, per capita 
and per family*. 


Om . 
1. high buying power Pad : 
Worcester City Increase . 

1950 over 1949 
E.B.1. $331,237,000 = 7% 
B.1. per capita §$1,615 11% 
.B.1. per family $5,741 = 9% 
Worcester County Increase 

1950 over 1949 


E.B.1. 12% 
11% 


10° 


$757,761,000 
1. per capita $1,374 
1. per family $4,889 


» SNIML SNOYOGNOM SYRISIDIOM & 


2. intensive newspaper 
coverage 


To reach new heights in 
sales in this prosperous mar- 
ket, advertise consistently in 
the Worcester Telegram- 
Gazette, the newspapers that 
blanket the area. Daily circu- 
lation in excess of 150,000. 
Sunday over 100,000. 


*All figures copyrighted 1951, Sales 
Management Survey of Buying 
Power; further reproduction not 


licensed 


= a 


, MASSACHUSETTS 


E F BooTn Publisher- 


OWNERS OF RADIO STATION WTAG and WTAG-FM 


Essays on Marketing 
Issued by U. of IIl. 


UrsBana, ILt., July 10—“Chang- 
ing Perspectives in Marketing” is 
a collection of essays of individual 
authorship, about half of which 
were prepared for a 1949 sympo- 
sium held by the central Illinois 
chapter of the American Market- 
ing Assn. 

Emphasizing the “why” instead 
of the “how” of marketing, the 
volume scrutinizes distribution, re- 
tailing, pricing and cooperatives; 
and includes “The Role of Adver- 
tising in Modern Society,” by C. 
H. Sandage, professor of advertis- 
ing at the University of Illinois. 

Psychological premises differen- 
tiating needs and wants, and a 
definition of the purpose of the 
U.S. economy “to produce goods 
and services far in excess of what 
would be needed to give consum- 


ers the basic necessities for com- 
fortable living” provide the frame 
for Mr. Sandage’s thesis that ad- 


vertising is a requisite and funda- 
mental stimulant to the expansion 
required by American capitalism. 

Published by the University of 
Illinois Press, Urbana, and edited 
by Hugh G. Wales, associate pro- 
fessor of marketing, the volume 
costs $4. 


Wehner Gets Solar Account; 
Names Douglas Turner A. E. 


Solar Compounds Corp., Linden, 
N. J., manufacturer of saturating 
and finishing compounds for wire, 
has appointed Wehner Advertis- 
ing Service, Newark, as its agen- 
cy. Douglas J. Turner, director 
and secretary of the Industrial 
Marketers of New Jersey, has 
been named an account executive 
of the agency 


Hambro Appoints Hilton 


Hambro Trading Co. of Ameri- 
ca has appointed Hilton & Riggio, 
New York, to handle advertising 
and promotion of the following 
advertisers whose products are 
marketed by Hambro in the U. S. 
Herring Industry Board, Edin- 
burgh, Queen of Scots brand her- 
ring; Fortnum & Mason, London, 
food delicacies; Charrington & Co., 
London, Charrington ale and beer, 
to be sold on a franchise basis in 
the U. S.; and Marshall Taplow 
Ltd., London, Marshall Taplow gin. 


ARF Names Odell Chairman 
D. H. Odell, assistant director 
of advertising, General Motors 
Corp., has been appointed chair- 
man of the administrative ‘com- 
mittee in charge of the Advertis- 
ing Research Foundation’s Con- 
tinuing Study of Newspaper Read- 


ing. Mr. Odell is now serving his 
second term as president of the 
Traffic Audit Bureau. He is a 


past president of the Adcraft Club 
of Detroit 


‘Fairborn Herald’ Goes Daily 
The Herald, Fairborn, O., week- 
ly newspaper serving the Bath 
Township area. will begin Mon- 
day through Friday publication 
Aug. 6. Initial distribution is ex- 
pected to exceed the current fig- 
ure of ¢ National rate will be 
5¢ a line. Miami Valley Publish- 
ing Co. owns the paper, which will 
become Ohio’s 100th daily. 


Sinnett Joins WEEI, Boston 


Robert S. Sinnett, formerly 
commercial manager of Station 
WARE, Ware, Mass., has joined 
the sales staff of Station WEEI, 
Boston, and will service accounts 
formerly handled by Thomas H 
Calhoun, who has been named to 
handle national accounts exclu- 
sively 


Joins Citizen Newspapers 

Ed Ratcliffe, 20-year veteran of 
newspaper and radio advertising 
in the Southwest, has joined Citi- 
zen Newspapers, Houston, as ad- 
vertising manager 


Mail-Well to Gerber Agency 
Mail-Well Envelope Co., Port- 

land, Ore., 

R. Gerber Co. 


has appointed Joseph 
as its agency. 


George Kister, farm director of KMMJ, Grand Island, Neb., 
and KXXX, Colby, Kan., received a stack of congratulatory mes- 
sages, not long ago, on his completion of 26 years as a farm direc- 
tor—25 of them with KMMJ...Newly elected to the board of the 
Hollywood Chamber of Commerce is Ernest Felix, acting manager 
of ABC’s western division. 

Man of the Year in Minneapolis is Francis H. Faber, of F. H 
Faber Advertising, who has been awarded the E. F. Mair Founders’ 
Trophy by the Minneapolis Sales Executives. It has been given 
annually for the past 14 years to the MSE member “making the 
greatest contribution to sales management and civic activity.” 
Arthur C. Kaufman, executive head of Gimbel Bros., Philadelphia, 
has been awarded Italv’s Star of Solidarity decoration for his work 
in staging an exhibition of Architect Frank Lloyd Wright’s work 
in Florence. . . 


SPECIALIST—A rose is o rose except when it's something special like the prize- 

winning kind grown by Roscoe W. Segar, who heads his own agency in Portland, 

Ore. He's showing his garden, here, to Joseph W. Sherar (center), manager of 

the promotion department, Western Pine Assn. and new president of the Oregon 

Industrial Advertisers, and Claude F. Palmer, president of Photo Art Commercial 
Studios and president of the Oregon Advertising Club 


Industrial Surveys Co., skippered 
A. J. Rogers of the Michigan 


Stan Womer, exec. v.p. of 
the 48-foot ketch Cynthia, owned by 


cherry co-op packers, in the annual Chicago-Mackinac Island 
race which started June 14 

Charles C. Bevis Jr., general manager of KOA, Denver, has be- 
gun a three-year term of office in the local chapter of the Red 


Cross, and also has been elected to the board of the Denver-Rocky 
Mountain AAU basketball club 

Leith Abbott, Pacific Northwest head of Foote, Cone & Belding 
in Portland, Ore., is getting ready for his “King of the 
Desert” in the three-day annual encampment of the Order of the 
Antelope on the slopes of Hart Mountain in S. E. Oregon, which 
has attracted several hundred men each summer for the past 15 
years. They eat and sleep out of doors and their campfire session 
is where King Abbott will officiate as master of ceremonies. 


job as 


PROOF—Bill Ackerman, Cleveland manager of Hordware Retailer, displays his five- 
pound large-mouth bass caught on opening doy in a little lake near Cleveland 


owned by Bill Poe (right), president of C. W. Poe Co., Cleveland 


Keith J. Evans, advertising 
T. Ryerson & Son, 
of his third grandchild, 
in Altadena, Cal 

Roger Ferger, publisher of the Cincinnati Enquirer, has been 
elected president of the board of trustees of the Cincinnati Southern 
Railway to succeed the late Bolton S. Armstrong. . Gilbert A. Well- 
ington, national ad manager of the Midnight Sun Broadcasting Co.., 
Seattle, has taken on the chairmanship of the radio and TV division 
of the Seattle-King County Red Cross public information commit- 
tee 

The Assn. of Newspaper Classified Advertising Managers pre- 
sented its James McGovern Memorial Award to John 8S. Knight, 
editor and publisher of the Chicago Daily News and other Knight 
newspapers, during the recent Montreal convention of the group 
The citation is made annually for a publisher’s contribution to 
classified advertising generally... 


and sales promotion manager of 
is receiving congratulations on the birth 


a son born to Mrs. Barbara Evans Boucher 


Jos 
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A sound procedure devised to fill 


today’s need for greater volume— 


Tae Crcaco TRIBUNE 
CONSUMER-FRANCHISE PLAN! 


FEWER brands per line, more 
chain and private labels, increas- 
ing reliance on self service—these 
accelerating trends are intensify- 
ing competition for shelf position 
and store display. More and more 
retailers in their drive for profit 
are turning a deaf ear to sales- 
men of brands which do not have 
a strong consumer preference or 
a program that will assure one. 

Without any reduction of sell- 
ing activity in the store, selling 
the retailer today more than ever 
calls for selling his customer out- 
side the store. To meet the situ- 
ation the Chicago Tribune has 
developed asound procedure 


that can build the consumer 
franchise for your brand that can 
get it stocked and pushed by re- 
tailers. 

Based on a firsthand knowl- 
edge of selling conditions in Chi- 
cago, the Tribune plan earns 
larger retail inventories, better 
store displays and faster turn- 
over. It calls for no special dis- 
counts, deals, premiums, or cut 
prices. It gets greater results from 
sales work and assures a greater 
share of the day-to-day buying 
by consumers. 

- Highly productive in Chicago, 
the plan can be used in any mar- 
ket. It meets today’s selling con- 


ditions and it builds a market 
position effectively resistant to 
competitive selling. Itisa method 
that will interest executives who 
bear the responsibility of getting 
immediate sales and those con- 
cerned with long range planning 
to assure continued company 
growth and profit. 

If you want high annual vol- 
ume and a solid base for future 
expansion, you will want to get 
the details of this consumer-fran- 
chise plan. A Tribune represent- 
ative will be glad to discuss its 
application in your business. Ask 
him to call. 


Cricaco TRIBUNE 


Chicago New York City Detroit 
E. P. Struhsacker W. E. Bates 


A. W. Dreier 


The World’s Greatest Newspaper 


CHICAGO TRIBUNE REPRESENTATIVES: 
San Francisco 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 


Los Angeles 


Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Dart Game Helps Impress Mengel Sales 
= 6. Staff with Breadth of Magazine Coverage 


Cuicaco, July 10—When Mengel 
Co.’s furniture division held a sales 
meeting in Chicago just prior to 
the summer furniture market, it 
made certain that its salesmen got 
the advertising story so it would 
really stick 

With the aid of 
map of the U. S 


a giant county 
mounted on a 


tis my on 


i saving stiles 
iS A DAILY HABIT WITH US 


Ads typeskilied by WAL K have no 
Request acupyof offer em 
— yore 


ewido other reading 
ae me > bee ak in the yught by jolts of 


tter- Bur pacing — give tension relief 


Free! thi rough emphasis of proper words 


lay P. WALK, 11 £. Hubbard Street, Chicago 11, il. 


ad — it's 


dart board, and a plentiful sup- 
ply of darts, W. P. Harrison, sales 
manager for the furniture divi- 
sion, and Earle Ludgin & Co., the 
Mengel agency, made sure that 
the coverage story would make an 
impression 

Salesmen were told that the 
Mengel magazine campaign pro- 
vides merchandisable coverage in 
every county in the U. S. To prove 
it, they were invited to pick their 


own counties—and at the same 
time demonstrate their skill at 
darts 


@ As each dart sailed into the map, 
the exact amount of Mengel cir- 
culation in that county was an- 
nounced, as well as the percentage 
of families reached. Results ranged 
from a low of 33% to a high of 
more than 75% 

Having impressed the sales force 
with the wide family coverage be- 
ing given them, the company put 


the cap on the presentation by giv- 
ing each salesman a_ detailed 
breakdown of population and cov- 
erage in each county in his terri- 
tory, for merchandising to dealers. 

Mengel’s fall advertising in- 
cludes four-color pages in Ameri- 
can Home, Better Homes & Gar- 
dens, Ladies’ Home Journal, Liv- 
ing for Young Homemakers, Sat- 
urday Evening Post and Sunset, 
and a color spread in Life. 


Rosenbaum Joins Parents’ 
Jerome Rosenbaum, formerly 
with Radio Reports Inc., has been 
named research director of Par- 
ents’ Magazine and other publica- 
tions of Parents’ Institute, New 
York. R. E. Gabel has been pro- 
moted from promotion copywriter 
to assistant manager of the pro- 
motion and merchandising de- 
partment of Institute magazines. 


Ritchie Named Junket Rep 


Harold F. Ritchie & Co. has been 
appointed exclusive Canadian sales 
representative for Junket Brand 
foods, manufactured by Chr. Han- 
sen’s of Canada, Toronto. 


Report Shows How 


Taxes Have Reduced 
Executive Mobility 


CamsBrincE, Mass., July 10—High 
taxes have reduced the mobility 
of the American executive, ac- 
cording to Prof. Thomas A. 
Sanders of the Harvard Graduate 


School of Business Administra- 
tion. 

In his new book, “Effects of 
Taxation on Executives,” Prof. 


Sanders reviews the results of a| 
study which he made on the be- 
havior of executives under high 
tax conditions. He concludes frem 
the assembled information that 
taxes and retirement plans tend | 
to “freeze” many executives in| 
their jobs and bring about subtle | 
changes in their ambition and ini- 
tiative. | 

Prof. Sanders declares that the | 
average executive still puts a full 
measure of effort into his job— 
principally because of pressure 
and for other non-profit reasons. 
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The Fort Worth metropolitan area, with a population of 361,253, 


a gain of over 59% since 1940, has a wholesale trade annually of 


$338,371,000 done by 393 establishments. There are also 3,873 


retail establishments that handl 


$402,391,000 worth of business a 


year. Metropolitan Fort Worth has 427 manufacturing industries, 


who employ in excess of 32,000 persons. 


Fort Worth’s dollar income per capita runs far ahead of the nation’s: 


average—$1,915 annually against the average of $1,315. Net ef- 


fective buying income per family in Fort Worth is $5,570, accord- 


ing to Sales Management. 


This is proof that the Fort Worth area is rich and productive and 


can produce for you, and that Your Next Move should be to sell 


the buying public of the Fort Worth market. 


The Fort Worth Star-Telegram can help you sell Fort Worth and its 


market. With the largest circulation in Texas, over 215,000 net paid, 


daily and Sunday, the Star-Telegram not only gives you complete 


coverage in Fort Worth, but covers a 100-county market with the 


type of coverage it takes to sell your products. Be! sure to include 


this newspaper on your list to show a great increase in sales in the 


Southwest's Finest Market. 


corr... 
. 


Write Amon Carter Jr., National Ad- 
vertising Director, for complete mar- 
ket data and Star-Telegram coverage. 


" The FORT WORTH ~ 
_ STAR: TELEGRAM — 


AMON G. CARTER, publisher 


‘THE FORT WORTH STAR-TELEGRAM 


LARGEST CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests . . . 


“bot @ Newspeper”’ 


;men who serve as consultants to 


j}and one-man operators. 
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Executives may grumble and com- 
plain that they are working for 
the government, he says, but they 
are “still going full blast.” 


@ The increased taxes paid by 
executives, he contends, come 
largely from that portion of the 
executive salary which previously 
had been used for optional pur- 
chases or as venture capital. Thus, 
the remainder is becoming more 
and more earmarked for personal 
and family obligations which are 
regarded as “musts.” 
Information in his report 
based on depth interviews with 
125 executives in 30 different in- 
dustries, and with 25 professional! 


1S 


executives. Additional material 
was secured from 12 group meet- 
ings of business men. 

Major findings include the 
lowing: 

1. Taxes are directly responsible 
for the deliberate withholding of a 
certain amount of work and effort, 
chiefly among owners of businesses 


fol- 


@ 2. Many executives have re- 
fused to accept promotions in their 
own companies or advantageous 


offers from other organizations 
when the changes would mean 
greatly increased responsibility 
and relatively little increase in net 
income. 

3. In a substantial number of 
cases, business executives have 


declined to accept additional busi- 
ness for their companies because 
the additional profit after taxes 
was regarded as inadequate in- 
centive. 

4. “A great deal was heard in 
the interviews to show that all 
these disincentives added together 
—taxes, government regulation 
and controversy with labor—are 
not sufficient to quell adventurous 
and vigorous spirits. . Difficulty, 
danger and strenuous effort are 
themselves incentives to many 
men.” 

The volume is the fourth in a 
series of tax studies published by 
the research division of the Har- 
vard Business School under a 
grant of the Merrill Foundation 
for Advancement of Financial 
Knowledge. 

The third volume in the series, 
“Effects of Taxation on Executive 
Compensation and _ Retirement 
Plans,” by Challis A. Hall Jr., 
assistant professor of economics 
at Yale, was published at the same 
time. 


Gillette Names Phillips 

Stanley A. Phillips, field editor 
and research director of Roads & 
Streets, Bituminous Roads & 
Streets and County & Township 
Roads, has been named sales man- 
ager of the publications, published 
by Gillette Publishing Co., Chi- 
cago. Mr. Phillips will continue to 
direct promotion and research of 
the publications 


‘Rural Gravure’ Hikes Rates 

Rural Gravure, Chicago, will in- 
crease its rates 10%, effective Jan. 
1. The new rate will be $4.95 per 
line. The same quantity discounts 
will apply. Circulation will re- 
main the same, at about 480,000, 
but the net paid guarantee will be 
increased from 441,000 to 460,000. 


Build Volume 
at LOWER 
SALES COST 


Door-to-door Selling—bet- 
ter known as DIRECT 
SELLING — is building 
gient volume quickly for 
many manufacturers ' 
moy be your answer to 
present day complex sales 
problems. Direct Selling is 
fully explained in fascinat- 
ing booklet—moiled FREE. 
Please write on your let- 
terheod. 


OPPORTUNITY MAGAZINE 
28 E. Blvd. 
Dept. A75, Chicago 4, Ii! 


Get 
the Facts 
about 


DOOR 


to 
DOOR 


Selling! 
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Again in 1951, the Post carries 
more advertising linage 
than any other magazine 


First six months report § 7 
for four major weeklies 4 


POST......... 2,245 pages : « 
LIFE........... 1,984 pages 
COLLIER'S .... 839 pages 
LOOK ...........778 pages 
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Rei¥-gets to the heart of America 


coef en ee er | eee a _-. » | ere lea 
| R 
e. 
Br 
hh 
Be 
i as 
| a 
J yrs 
Pe 
caeceg 
a 
ie, 
: ae 
} wes 
| ce fee eg eee Sei ea Ce : a Se ; a aa ? : at a ae ie ie 
} Ee ace fer > . eT ‘ & sera if A . e ae eet Be ee ee oo: 5 an Fai _— oy). = ; 4 ie : 3 ‘Ae a a 
se ee, < WA ig ae ne mT, a eee! Lar ie . -* bay ; Fe ; Ro i i a ee 
» & sate es ys 4 a a cee ee a - 4 - ca eg ae — eat ere 4 S bs 3 sp See 
LOT a en he a oo aS eo ae : pe. ee es 2 £5 ; 
eS ee re oS ee eer. ee eh oe hegey Gllll ae te <. é oe 4 
Fee ak ie ; # Sea ee © <9 ee sa > a / ln te Hie yy me  aee.. i Wi, Ss ran 5 iia 
9 oe, ie eh ti » ae Wet * i ay 2 » a ae eS. Bo «a ae _— a —- es oo bo ee 4 : oe 3 - F ‘ r a 
Ce 0S Fee 5 ey ee a: ae ee “ ~ ne a 3 geek j a fi ae 
} a ce ee at fe Avg Re Eee, <a § LF ee ee ae Ea i = eg = a ‘ae 
; “ pr ah pee ees ae Bes ee A. ceo a ae . a 7 ee [24 s ‘a ‘ Fs c. 
+ Ve. Sa ee ae oe ae P a ee ae — =. : f is 
vee “ah ms = 7 e # es si A ae % as 3 ‘<7 ae: a ft x ore % ‘ a sg, ete 5 ax, ~ rs : ae _ a 
Pein te. Tike. Spree a ae ge i | rs eae eS a a — ... o & ae 
eke eee ee aa : Lt | as ; CU 
Pare es ee es EO "eee Pct oe 8 : a - 2 . 
ee ie,  - 2 oy MS 4-14 XS ams i ees eee ro: @ ae 
td ? me Bosch aieeh aS : : Be of a : Fe lint ‘ie 6 ae 
. at ay ot ae ; Sa. , ; es —_— Bee 
’ ; ee of ‘ak ae : Ses P ee eae he & we > Fs RES 
wey a ee ~~ ee - ie 
| ~ at © me i - ee Te ee ei | ; f Meh 
eA he ee . : . ae “ 3 >" oe leek i a ; ‘ th 
; - + ¥ ‘Ss 4 _ = E i ie é f is 
F « : aa, #4 ars 4 >’. 
1 . “ “4 . . a / es pe j ve = 4 é . i 
si ER ag. SNOER \ r a Oe ei | ) ea 
a: | . sey WARCRIRE — a i a 2 Bits 
is sie. . WOVE ng OY oe od : ¥ 7 1 bail +1 — / il om ’ et a : 4 & 4 ey 
4 eaay Woe, pA qe Fane orperetio® ; os 4 — me of wey 4 i a 
| — . nes ot - EE aa 
‘ ASTOR ; Pe —_— aap See : ek 
N ‘ ast - co | B 
wet C AROLE % Z : 2 ‘. eo a 
~. ae ARON? . ——— | a. 
. . * mw . Ow oy el 4 =~ f o ie ce: 
yay Sie ay 5 ay. we , et  —_ ¢ Se aa 
A = i. a 4 —— cae } ple . ; ; . e a . is "ec 
es \ ~~. <> * SJ ~ > eis ~ i, “" - 
i - - ‘ a i a oe 
oa - " , ~ ‘4 =; — ~ . 4 ‘ eae : a ae — | A 
ae ’ 7 ox 4 e Re Y \ 4 \ ae in a j Dei & Beit 
"a ~~ \\ N oo  % “J , ore he ai . ee ¢ y : . 
5 ‘ \\ N a3 - se Be mat j . ie, * 
; . & a. arr nr *, 2 = é ‘ iy ; haere 
{ oa ne x ey. : —~ — : < a a 
4 ag **s fi a = eid 
4 mm \. aie \ . >. “1 
| z ‘. ay AY q . a oe rst aid 
4 . : ¥ 2 Tees 
‘ay : ro % ai 
ia ’ . ) > “<a... 
— ‘ va r . ee, 
. ees . % SY) AY ; \ oe 
ae x Vel . we ear 1% 
——— ‘. Ws \ ~ pee aia 
aie. > Sw \ Dy \ Se ie ae 
z iM AY a. ae 
Pia ae ‘ a.) ~ \ 4; an 
— "| S » ee a 4 5 
3 Ve N it 
ae aeieat a 7 3 me - : 4 ae 
ae eae F q : 27> = « ip 
=.) et \ Soe ‘ Ns Ses 
ie { a . he’. 
a. hk hak ‘ . ee 
ee ep ae i : eo b ; > § | c.* ; = 
3 . - ; ie ay get E Pate oe “4 : . i : bis 
: ee = at sd Ba bb rs io . ai ' i : “ - me ; ; \ Ss 
eect OP one ey ! >», ae @ . ee 
‘ ‘ : ‘ out “ B, . ys ~*~ . ‘ F age 
a er, fer i Je m™, ‘wr | rd 
Py = es ; ’ F 4 s) * € Ri 
. ee o5 > * een - eS a; : ; a ne %, & 
| | 7 : /- aimee : d ‘ : + 
| AG 
: 
. ae 
7 ! ‘ 
3 
oe 
. SS . BS " 
S ~wt er as 


‘ 
yg Pe wl 


ecieibban bed Ob rant 


ff 
ee 
% 
va 
os ; 


ash ae 


4 


Ae Bay 


) 


Comics Future 
Bright, Despite 


Problems: Moore 


New York, July 10-——“While there 
s uncertainty ahead, the prospects 
for the comics magazine are bright; 


id its own as a mass medi- 
im, and it can be expected to show 
gains,’ Harold A. Moore, president 
of the Assn. of Comics Magazine 


Publishers and president of East- 
ern Color Printing Co., publisher 
of Famous Funnies and other com- 
rT books, deciares in the current 

ic of Newsdealer Magazine 

The improved status of comics 
lid not came about by accident,” 
Mr. Moore says. “The association 
has been in the forefront of the 
effort to bring reason into the con- 
troversies of the last few years 
We have relied on a few simple 


basic principles 


e “We must make a conscientious 
effort to raise standards of com- 
cS Magazines 

“We must oppose censorship 
which is repugnant to our way of 
life 

We must cooperate fully with 
responsible organizations genuine- 
ly interested in the welfare of chil- 
dren 

“We must see to it that the pub- 
lic gets an honest and true picture 
ofthe comics magazine as a medi- 

of mass communication 


e It is sheer nonsense,” he ad- 
mits, “to think that irrational at- 
tatks on comics magazines have 
emfcd. Whatever the motivations 
ofithe attacks on comics, we can 
b@ sure that the would-be censors 
and dictators will be with us in 
the days ahead. 

®At the moment, developments 
im’ New York state may be cru- 
cig), he says. “The joint legisla- 
tive committee which was created 
to)study the publication of comics 
ba@bks issued its report only a few 
m@nths ago. It is too early to ap- 
pr@ise the impact of that report. 

®We know that the chairman of 
the committee said in substance 
th@t if the industry fails to organ- 
iz@é effectively for self-regulation, 
thé State of New York may well 
inférvene. This, of course, means 
cefsorship in some form and in a 


key state 


e “There are those who look upon 
self-regulation as some kind of 
confession of guilt. We have never 


ANOTHER 
NOTABLE FIRST 


For the St. Petersburg 
TIMES .. . In Florida's 
Fastest Growing Market 


For the 12 months ending 
March 31, Sunday circulation 
of the Times averaged MORE 
THAN 50,000 . . . FIRST TIME 
to pass this important figure. 


Daily circulation average is 
UP to a whopping 45,354. 

These figures represent 
MORE THAN 10% GAIN in 
ONE YEAR. Added to our 
splendid growth of previous 
years they are further proof 
that the Times is the READER'S 
paper. 


ST. PETERSBURG - FLORIDA 


~TIMES — 


Represented by 
Theis & Simpson Co., Inc. 
New York * Detroit + Chicago + Atlanta 
V. J. Obenaver Jr. in Jacksonville, Fla. 


| 


argued that every comics magazine) “We are optimistic about the, Ambro Agency Adds Partners Portland AM Station to Bow 


is good and we 


that some are bad. We think that cause we believe we have demon- of Jowa Electric Light & Power Co. Station KPFM, Portland, Ore., 
self-regulation will raise stand- strated that a constructve job for and before that with Buckingham will initiate operations about Sept. 
ards, as it did in the motion pic- comics can be done, and that there & Associates, Chicago sales coun- 1. KPAM will duplicate KPFM 
ture industry and as it is expected is enough good sense in the indus- Selor, has purchased A.O.Ambroz’ programs on a_ sunrise-to-sunset 
to do in radio and television. Self- try to insure ultimate cooperation, interests in Ambro Advertising basis. 


regulation is a 


all mass media and comics maga- stay.” 
zines are just one of these 


‘We think that the future of the Unwin Named Copy Chief Harris has been named v.p. and ecutive of Allen & Clenaghen Ad- 
comics magazine will depend 


largely upon the action of pub- copy chief of Aiken-McCracken,) will continue as an account execu-' joined Northwest Light Car Co 


lishers 
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have often said future,” Mr. Moore concludes, “be- R. L. Buckingham, formerly v. p. Station KPAM, AM affiliate of 


responsibility of “The comics magazine is here to. 48¢n¢y, Cedar Rapids, Ia. Also 
admitted to partnership were two Lau Joi North t Ligh 
Ambro account executives, Jean H. u joims Northwes ight 


Harris and Milton L. Kapp Jr. Miss Larry Lau, former account ex- 
Val K. Unwin has been named Mr. Kapp secretary. Mr. Ambroz/|vertising, Portland, Ore. has 


Toronto. tive. ' there as promotion manager. 


Nielsen’s figures show that Don Lee 
*daytime audiences are up 16% % 
*nighttime audiences are up 17% a, 


*(first quarter of 1951 vs. first quarter of 1949, full network average audience) 


Don Lee is a bigger, better advertising medium today than ever.t 
No other advertising medium of any kind can deliver your 
sales message to as many people as often from their own 
local major selling medium (with all the local influence and 


prestige) at as low a cost per sales impression as Don Lee. 


The above is a B/G statement, but Don Lee is a BJG 
selling medium with 45 stations in 45 important Pacific 
Coast markets. Only Don Lee was especially designed 


to consistently sell all the Pacific Coast. That’s 


why Don Lee consistently broadcasts more regionally 
sponsored advertising than any other network on 
the Pacific Coast. Don Lee delivers MORE and the 


advertisers who sell the Pacific Coast know it. 


t11 Don Lee affiliates have increased power and/or improved frequency 
during the past year and a half. 


WILLET H. BROWN, President « WARD D. INGRIM, Vice-President in Charge of Sales 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA - Represented Nationally by JOHN BLAIR & COMPANY 
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ing of the food editors themselves, 
with Mrs. Ruth Ellen Church of 
the Chicago Tribune as chairman. 

Otherwise, the fall conference 
will be along the same general 
lines as those which have been 

Cuicaco, July 11—The News- held in the past. Developed under 
paper Food Editors Conference |the aegis of the American Assn. 
to be held here Oct. 7-12 will be! | of Newspaper Representatives and 
notable for two innovations: | the chairmanship of J. H. Sawyer 

The presence, for the first time,| Jr. of Sawyer-Ferguson-Walker 
of a food editor from Hawaii—Mrs. | Co., the conferences bring together 
Harriet Thomas of the Honolulu! the food editors of 100 or so lead- 
Star Bulletin—and a closed meet-! ing newspapers for a week of dis- 


Newspaper Food 
Editors Meeting 
Set for Chicago 


cussion and demonstration with| Hawaiian Pineapple Co.; Libby, 
food processors and producers. McNeill & Libby; Wilson & Co.; 

| Tea Bureau; Lever Brothers; Na- 
@ Cooperating in the October) tional Macaroni Institute; Kraft 
round of demonstrations and ex- Foods; Borden; Converted Rice 
hibits will be such advertisers as Inc.; Armour; and Wine Institute 
MclIlhenny Co.; Kroger; American 
Home Products; American Meat 
Institute; Quaker Oats; Interna- 
tional Apple Assn.; Pan Ameri- 
can Coffee Bureau; Swift & Co 


Expands Chicago Territory 
Medical Economics’ Chicago of- 
_ | fice, headed by Phillips T. Stearns, 
- . ~~“ has expanded its coverage to in- 
Hotpoint Inc.; Campbell Soup Co.;| clude West Coast sales. Prior to 
Snow Crop Marketers; General July 1, West Coast accounts were 
Mills; Florida Citrus Commission; serviced by Don Harway & Co. 


BROADCASTING SYSTEM 


21 


‘Post Exchange’ Names 3 

Samuel Witchel, formerly assist- 
ant editor of Chain Store Age, 
Variety edition, has been named 
editor of Post Exchange, New 
York, succeeding John T. Dun- 
lavy, who has been named eastern 
advertising manager. Jack Eaton, 
formerly on the eastern staff of 
Popular Fiction Group and Argosy, 
has joined the eastern staff of 
Post Exchange 


Charme Soap Bows in Canada 

Charme deodorant soap is being 
introduced in Canada by Taylor 
Soaps & Perfumes, Toronto. Initial 
copy offers a cake of Charme with 
the purchase of two cakes of the 
company’s Many Flowers lanolin 
beauty soap. E. W. Reynolds Ltd 
is the agency 


Hobby Myers Joins KFMB-AM 

Hobby Myers has resigned as 
commercial manager of Station 
KDB, San Diego, to assume the 
same position at Station KFMB- 
AM there. William Edholm con- 
tinues as commercial manager of 
KFMB-TV and national = sale 
manager of KFMB-AM 


CROWDS 
TO SPECIAL 


can increase 


sales by using OAK- 
HYTEX BALLOONS as the mag- 
net to pull people to the point of 
sale. And just imagine the effect 
of hundreds of children parading 
the streets with gaily colored bal- 
loons bearing your name or ad. 
Let us tell you how it’s done. 


Write or phone 


us today. 


The OAK Ruaeer Co 


Ravenna Ono 
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LIQUIDATOR 


AND PACKAGE INSERT 


pREMIUMS. ee 


IDEAS 


AND PRODUCTION 


CARDY-LUNDMARK 
1801 W. BYRON STResT . 


7ree 


antl ee 


OUCED TO FIT YOUR REQUIREMENTS 


COLOR SKETCHES, COPY, AR! 


ASK FOR SAMPLES 
COMPANY 
CHICAGO 


cf Les. P 


Kroger Lists 24-Week Net 
Kroger Co., Cincinnati, reports 
a net income for the first 24 weeks 
of 1951 of $5,521,320, a decrease of 
$140,540 from last year. Net in- 
come was equal to $1.50 per com- 
mon share, with sales hitting 
$461,694,898, an increase of $80,- 
365,969, or 21%, over the compar- 
able 1950 period. Merchandise in- 


ventories as of June 16 were $73,- 
747,440, an increase of $12,444,437 
over 1950 


Mock Seed Appoints Bachman 


Mock Seed Co., Pittsburgh, has 
shifted its account from Cabbott 
& Coffman to Bachman, Kelly & 
Trautman. Newspaper, radio and 
TV plans are being formulated. 


Makes just as much sense as trying to cover 


The BIG 


HOUSTON MARKET 


WITH ONE NEWSPAPER 


(1,259,295 people or 365,347 families — City and RTZ*) 
Here's how to cover 365,347 families: 


Post 


CHRONICLE 


——— 


Circulation Coverage | Circulation Coverage } 

ilar nat — ‘ = - — _—--- - — i pita 

Daily 160,997 44% 165,142 | 45% 
| ; 

| Sunday 46% | 179,125 | 49% | 
; 


170,494 


ABC Publisher's Statement, March 31, 1951 


The HOUSTON POST 


Texas’ Largest Morning Newspaper 


W. P. Hobby, President 


Oveta Culp Hobby, 
Executive Vice President 


Written and Edilid 


TO MERIT vouR (onfimlence 


Nationally Represented by 


MOLONEY, REGAN & SCHMITT, Inc. 


Ralph W. Runnels, 
Director of Advertising 


Tada 121) assontrp FLAVORS 
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S19 act Cation 


SAVE 2 


CAR CARD. SITE 42 


ESL) Pety-GOOD! 


Tame 19\.) assortep FLAVORS 


$19 WALF cation 


SAVE 


FOmT OF PURCMAST eum "rr 


CLOSE HARMONY—iIntimate tie-up between transportation advertising and stores 

located at transit stops, being tried in Cleveland, is demonstrated by these dis- 

plays—the top a conventional double car cord, the other a point of purchas 
window streamer. 


‘Buy at Your Stop,’ 
Cleveland Transit 
Advertisers Shout 


CLEVELAND, July 10—A new 
method for stepping up “impulse 
buying” is being tried on this 
city’s 500,000 daily bus and street 
car riders. 

The technique, put in motion 
by Mitchell, McCandless & Klaus, 
transportation advertising firm, 
links car card advertised products 
to the stores handling those prod- 
ucts at or near the transit stops. 

“Buy It (Bowman Ice Cream) 
at Your Stop,” the cards tell the 
Cleveland riders. 

Then, tied in with the car cards, 
are window streamers and decals 
in retail stores at the transit way- 
points. These store announcements, 
completing the message, urge 
alighting passengers: 

“Buy It (the ice cream) by the 
Half Gallon at This Stop.” 


e Mayo S. Klaus, M-McC-K part- 
ner, developed the idea, which is 
being extended to food and drug 
stores throughout the metropoli- 
tan area served by Cleveland 
Transit System. 

“There are 3,500 street car and 
bus stops in Greater Cleveland,” 


jsays Mr 


Klaus. “Practically ev- 
ery retail outlet of importance is 
located at, or very close to transit 
stops, which makes it convenient 
for 500,000 individuals to buy 
transportation advertised products 
on the way home each day—and 
thus save steps.” 

Drug and food stores using de- 
cals furnished by Mitchell, Mc- 
Candless & Klaus are identified as 
“Your CTS (transit system) 
Drug Stop’—“Your CTS Food 
Stop.” 

Approximately 300 Cleveland 
members of the Northern Ohio 
Druggists’ Association display the 
decals on street doors, with similar 


“impulse” reminders still being 
distributed to food stores. 
Krey Packing Co., using the 


buy-at-your-stop technique, is said 
to have sold 13 carloads of sliced 
tomatoes in a three months’ cam- 
paign in cars and buses. Presto 
Whip is using the same idea. 


True Story Names Rickard 
Joseph B. Rickard, formerly in 
the circulation promotion depart- 
ment of the True Story Women’s 
Group, Macfadden Publications, 
New York, has switched to the ad- 
vertising promotion department. 
Charles T. Foo, in the group’s 
advertising promotion department, 
has been recalled to active duty 
as a U. S. Army Infantry Major. 


The Pasadena 
INDEPENDENT 


Announces the appointment of 


LOS ANGELES 


2978 WILSHIRE BLVD. 
DUnkirk 8-4942 


NEW YORK 
250 PARK AVE. 
Plaza 5-8383 


BOSTON 
80 BOYLSTON ST. 
HAncock 1524 


SAN FRANCISCO 


444 MARKET ST. 
SUtter 1-4766 


CHICAGO 


307 N. MICHIGAN AVE. 
STate 2-8150 


The Pasadena Independent 


34 N. Raymond Avenue, Pasadena, |, Calif. 
Phone SYcamore 3-611! 
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Newspaper Ads 
Sell Beck Shoes, 


BofA Reports 


New York, July 13—The role 
played by newspaper advertising 
in the growth of A. S. Beck Shoe 
Corp. from a single store to a 
company which last year operated 
128 stores and grossed more than 
$40,000,000 in sales is told in a 
brochure released to members to- 
day by the Bureau of Advertising, 
American Newspaper Publishers 
Assn. 

The eight-page brochure—‘How 
Newspapers Sell A. S. Beck Shoes” 
—declares that the 36-year-old 
company will invest more than 
$500,000 this year in about 90 daily 
newspapers to sell upwards of 
5,000,000 pairs of shoes. Dorland 
Inc. is the Beck agency. 

“It is our conclusion,” the book- 
let quotes Louis Keane, Beck v. p., 
“that newspapers give us the de- 
sired maximum in sales. The funds 
we have available for advertising 
are budgeted, and we must adver- 
tise in a great many cities (the 128 
Beck stores are located in 75 
cities). Hence, we can afford to 
use only one medium and we can 
afford only the best. 


se “We must advertise consistently 
in the cities where our stores are 
located. We must also time our ad- 
vertising messages to take advan- 
tage of local seasonal sales peaks 
which vary in different sections. 
This kind of flexible advertising is 
possible only in the local daily 
newspaper.” 

Chief objective of the Beck ad 
program is “to create a direct and 
maximum sales response.” Other 
objectives include: to deliver con- 
sistent and effective sales messages 
to those who want to buy shoes at 
popular prices; to broaden the 
company’s reputation for fashion 
leadership in the popular-price 
field; and to make possible ever 
expanding mass production. 


@ In a summary of techniques and 
methods used in Beck advertising, 
the brochure says that the com- 
pany advertises more, market by 
market, than competing shoe chains 
and that, during key periods, it 
uses space units ranging from 1,- 
200 to 1,500 lines. These ads are 
supplemented by smaller ones 
(400-800 lines) which push one to 
three shoe styles. 

Beck is said to advertise at least 
once weekly in its top markets, 
and at least once every other week 
in smaller markets. “An A. S. Beck 
ad,” says the brochure, “has ap- 
peared in at least one daily news- 
paper somewhere in the U.S. every 
week for the past 30 consecutive 
years.” 

Ads appear during 11 months of 
the year, but peaks are reached in 
the two major selling seasons: 
Washington's Birthday to the last 
week of June, and from the last 
week of August to the last week 
of December. 


Two ABP Chairmen Named 


Hugh Ward, advertising mana- 
ger of Geyer Publications, has been 
appointed chairman of the mer- 
chandising papers committee of 
Associated Business Publications. 
He succeeds Larry S. Kunstler, 
adveriising manager of Linens & 
Domestics, a Haire publication. 
L. E. Williams, advertising mana- 
ger of Retailing Daily, a Fairchild 
publication, has been named chair- 
raan of the 1952 contest for ad- 
vertising in merchandising papers, 
sponsored annually by ABP. 


Karl Fink Opens Office 


Karl Fink, for the past five 
years art director of Rahr Color 
Clinic, has opened his own de- 
New York 22. 
signing office at 515 Madison Ave., 


Merillat Joins Tatham-Laird 


Harold Merillat, formerly art 
director of H. W. Kastor & Sons, 
Ted Bates & Co. and Grey Adver- 
tising, New York, has joined the 
creative staff of Tatham-Laird, 
Chicago. 


Louise Dykes Joins D-F-S 

Louise Dykes, formerly with 
Benton & Bowles, has joined Dan- 
cer-Fitzgerald-Sample, New York, 
as print buyer on Procter & Gam- 
ble accounts. 
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DuMont Names Timmons 
Frederick W. Timmons Jr., with 


Allen B. DuMont Laboratories 
since 1946, has been appointed 
regional sales manager for the 


cathode-ray tube division. He will 
make his headquarters at All- 
J 


’ 


wood, N 


Rutledge Joins Katz Agency 

J. David Rutledge, formerly with 
Lannan & Sanders, has joined the 
Dallas sales staff of Katz Agency, 
national advertising representative 


MELVIN, 


NEWELL 2 44. Sehline 


RECTOR, inc, 


bee 


Finest printing costs less 


for General Electric. .. 


.- thanks to the revolutionary economy 


of (cacolidated Enamel Papers 


Whether you look in on a design project like 
this one at General Electrie’s vast, new tur- 
bine manufacturing plant in Schenectady, or 


visit other engineers who may install this new 


> 


turbine generator thousands of miles away, 
you ll find copies of the General Electric Review. 
The Review is an invaluable source of cur- 
rent reference material and data on the latest 
advances in electricity through every phase 
from generation to distribution and use. 
The printers of the General Electric Re- 


view specify Consolidated Enamel Papers 


4 


Your own printing jobs probably 


with good reason, Consolidated Enamels pro- 
vide the fine printing qualities necessary to 
reproduce delicately detailed drawings and 
photographs. Yet, thanks to the revolution- 
ary papermaking process which Consolidated 
pioneered, their cost averages 15 to 25°% be- 


low old style, premium-priced enamel papers. 


have 


entirely different requirements, But whatever 
they are, no matter how large or how small, 
you can count on Consolidated Enamels for 


finest results at lowest cost. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS « MODERN GLOSS @ FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY © Makers of Consoweld 
Main Offices: Wisconsin Rapids, Wisconsin * Sales Offices: 135 So. La Salle St.. Chicago 3. Illinois 


decorative and industrial laminate 


Ocwraer: 


creators of 


properly planned 
publicity 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
Gladstone 1131 Teletype L.A. 710 


Finest enamet paper 
quality at lower cost 
is the direct result of 


U 


the enameling method 
_which Consolidated bi 
pioneered. Operating as a 
_part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
“enameled on both 


sides, in a single 
igh-speed operation 
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Hat Group Sets Theme 


“Men Get that new hat feel- 
ing!” is the theme of the third an- 
nual National Hat Week to be 


launched Oct. 13 by the men’s hat 
industry in cooperation with the 
Hat Research Foundation. Re- 
tailers throughout the country are 
expected to use the specially pre- 
pared kits of the foundation at 
that time. The foundation itself 
does no advertising 


Unique Names Heidrich V. P. 

Arthur H. Heidrich has been 
named v.p. of Unique Inc., Cin- 
cinnati agency 


Save with $1.00 art 


$1 buys the pre stige of top 
agency art for your ad under 
our reproduction plan. Select 
byects, pay $1 for 


from 4000 » 
those you use. Recognized agen 
ces, Natl. Ad Mgrs. write for tree 


brochure STIVERS STUDIO 


67 MAIN ST + SAN FRANCISCO 5 CALIF 


McKesson Tries New Tack in Attempt 
to Make Fair Trade Stick in Drug Field 


New York, July i0—In a move 
to protect their products under 
fair trade laws, a number of manu- 
facturers have instructed McKes- 

| son & Robbins to secure fair trade 
agreements with its retail custom- 
ers, H. C. Nolen, v. p. of the com- 
pany’s drug merchandising unit, 
| revealed today. 

To carry out these instructions, 
McKesson (largest drug whole- 
saler) has sent a letter to retailers 
stating that it will include in its 
regular terms of sale a fair trade 
agreement obligating the purchaser 
to protect the manufacturers’ pub- 
lished minimum retail price on 
products bearing the manufac- 
turers’ trademark or brand name. 

As of July 6, manufacturers who 

| have instructed McKesson to se- 
| cure fair trade agreements include: 


papers 


Remington Rand, electric shaver 
division; Jules Montenier Inc.; Mc- 
Kesson & Robbins Laboratories; 
and Sunbeam Corp 

“Whenever additional manufac- 


turers obligate us to get a fair 
trade agreement for them,” Mc- 
Kesson’s letter to retailers says, 


“we shall give you notice thereof 
and after you receive such notice 
the agreement will apply to any 
purchases you may thereafter 
make of products of such addi- 
tional manufacturers.” 


Promotes ]. F. Helderman 

J. Frank Helderman, business 
manager of the Herald and Jour- 
nal, Spartanburg, S. C., has been 
promoted to assistant to Carmage 
Walls, president of General News- 
Inc., effective Aug. 1. 


ART SHOW PLANNERS—The committee named by the Art Directors Club of Phila- 
delphio to stage its 17th annual exhibition of advertising and editorial art Oct. 
6-Nov. 14, huddle over plans. Seated (left to right) are: Al Andrews, free lance; 
Edward Evans, John Falkner Arndt Co.; Carl Eichman, General Outdoor Advertising 
Co.; and Ira Low, Lit Bros. Standing in the same order are: John Milligan, free 


lance; Vincent Benedict, Gray 
Curtis, Lit Bros; W. Fred Clark, Gray & 


& Rogers; 


Warren G. Thomas, free lance; Tom 
Rogers; William Maxwell, Hutchings Ad- 


vertising Co., president of the club, and Jules Scallela, William Jennings Inc. 


looking, featherweight 


bottle’s neck-line. 


Here's a job we turned out’ for 
BLATZ. An extremely notural- 


with “foam” at the half-round 


wall-hang 


Goo 


3-Dimensional 


Pink ice Coke — produced for 
2-color lithographed figures plus 
copy on back-panel and base. An ice-cake 
thot melts soles resistance 


12” a 13° 


lady must decide. Her mind is 
all confusion. So many claims—so many names. 

But here’s an understanding manufacturer. 

He thoughtfully has provided a 


MAN 
Yastic DISPLAY 


to assist buyers at the moment of decision ... Let 
GOODMAN ’S idea-man go to work on your product for a 
POINT-OF-PURCHASE display for your dealers’ walls, 
windows, mirrors and counters. GOODMAN DISPLAYS pop 
words into buyers’ mouths... where the cash registers ring! 


Write for full-color brochure. It illustrates jobs we have completed for firms you know: 
Half-section and full-round product replicas— some animated, others with motorless motion 
... Nite lights... Flasher units... Plaques ...and many other point-of-purchase displays. 


MANUFACTURING COMPANY 


145 WEST 63RD STREET - CHICAGO 21, ILLINOIS 


NATION'S MOST SELF-CONTAINED OPERATION: 
ART-WORK, TOOLING, PRINTING AND MANUFACTURING, ALL UNDER ONE ROOF 


FROM DESIGNING THROUGH 


PLAYTEX. 


Ross Finds Change 
in TV Programming 
and Lower Ratings 


New York, July 10—Over the 
last year New York TV stations 
have been devoting more time to 
children’s shows, dramas, comedy- 
variety and situation comedy and 
somewhat less to musicals and 
audience participation shows. 

So reports Wallace A. Ross, pub- 
lisher of Ross Reports, after his 
latest analysis of programming 
trends. The study covered all tele- 
casts, network and local, aired in 
New York. 

With all stations increasing their 


| telecasting day, there has been a 
| general 
| of programs offered. At the same 


increase in the number 
time, there has been an accom- 


panying decline in ratings, he said. 


@ “Whether due to increased com- 
petition generally or a tapering off 
of viewing, analysis of New York 
Pulse ratings for the January-June, 
1951, period shows a 5.37 average 
four all programs, or a drop of 
2.32 from the 7.69 average for the 
same six-month period a_ year 
ago,” Mr. Ross said. . 
He pointed out that no program 
category has as high a rating as 
those “enjoyed a year ago.” High 
currently, according to Pulse, is 
15.4 for drama and mystery (19.3 
in 1950), as opposed to the peak 
of 21.1 averaged by comedy-vari- 
ety in January-June, 1950 (12.8 
corresponding period, this year). 


Savings and Loan Groups 
Start Co-op Ad Campaign 

More than 60 New York state 
savings and loan associations have 
started a long-range cooperative 
advertising campaign in the New 
York Times Magazine, This is be- 
lieved to be the first program ever 
carried out by a savings and loan 
group on a statewide basis 

In addition to monthly three- 
column ads in the magazine, mem- 
ber associations will receive 200- 
line mats for local newspaper use 
Brisacher, Wheeler & Staff, New 
York, is handling the account. 


‘Grit’ Names DuBois Inc. 


Grit has appointed H. H. DuBois 
Inc., Philadelphia, to handle its 
advertising and sales promotion. 


RAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10 ILL. 


Whitehall 4-3450-1-2 
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“Indicates first listing in this column 


National Assn. of Photo- 
annual convention and ex- 


Sept. 5-8 
Lithographers, 
hibit, Statler Hotel, Buffalo 

Sept. 17-18. Pennsylvania 
Publishers’ Assn., 
Roosevelt Hotel, 

Sept. 17-21 
of America, 
tennial 


Newspaper 
annual classified clinic, 
Pittsburgh 

Premium Advertising Assn 
New York Premium Cen- 
Exposition, Hotel Astor, New 


York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept 28-29. Continental Advertising 
Agency Network, 19th annual meeting. 


Philadelphia. 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 13/6. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel 
Chicago 

Oct 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct 22-23 Agricultural Publishers 
Assn., annual meeting, Chicago 


Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer 
ica, annual convention, Hotel Statler 
Boston 

Oct. 25-26. Audit Bureau of Circulations 
annual meeting, Congress Hotel, Chicago 


Oct. 28-31. L.fe Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 
Nov. 12-15. Financial Public Relations 
Assn.. annual convention, Hollywood 


Beach Hotel, Hollywood, Fla 


Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 20. Controlled Circulation Audit, 


annual meeting, Drake Hotel, Chicago 


Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 


June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual conference, 
Palmer House, Chicago 


Aiken to ‘Providence Visitor’ 

G. Frederick Aiken, formerly ad 
chief of the Times, Pawtucket, 
R. 1L., has been named ad manager 
of the Providence Visitor, Catholic 
newspaper. He succeeds the late 
Joseph Affleck. 


Tyson Promotes Rector 
J. Knight Rector, account execu- 


tive of O. S. Tyson & Co., New 
York, has been named copy di- 
rector of the agency. 


ret Vou Md $$$ 
ve BIG 
Goldndt SF 


$168,993,000 


43% Increase over 1949 
(SM 5/10/51) 


Reach this BIG MARKET with the 
ONLY Morning-and-Sunday Newspaper 
Published in the Golden Belt of the South 


Thea Kalecg 
News and Observer 


MORNING & SUNDAY 
Raleigh, North Carolina 


113,618 Morning 
117,407 Sunday 
(Publisher's Statement, 3 31 51) 

One Newspaper Coverage of this 
Prosperous Market 


REP: THE BRANHAM COMPANY 
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Industrial Tape Names Hally 

Albert A. Hally, formerly sales 
manager of Texcel cellophane tape 
made by Industrial Tape Corp., 
New Brunswick, N. J., has been 
named sales manager of the com- 
pany’s industrial and commercial 
department. 


Fine Art Engraving Formed 

Grant Chabot, formerly with 
Gateway Printing Co., has ac- 
quired the equipment of Boyle En- 
graving Co. and launched Fine Art 
Engraving Co., 204 Bay Bidg., Seat- 
tle 1. 


Beaver Art Metal to Power 


Beaver Art Metal Corp. Ell- 
wood City, Pa., has appointed Ed- 
ward M. Power Co., Pittsburgh, 


to handle business paper advertis- 
ing for its industrial parts and 


‘equipment. 


Crozier Appoints Riordan 

Crozier Machine Tool Co., 
thorne, Cal, has appointed John 
H. Riordan Co., Los Angeles, to 
direct its advertising. Metal work- 
ing publications are being sched- 
uled. 


ANCAM Elects Lester Jenkins 


Lester P. Jenkins, manager of 
the classified department of the 
Seattle Times, has been elected in- 
ternational president of the Assn. 
of Newspaper Classified Advertis- 
ing Managers. 


Haw- 


Two Join Stevenson & Scott 


B. J. Cossman and Henry Eve- 
leigh, former partners in Cossman, 
Eveleigh & Dair, have joined Ste- 
venson & Scott, Montreal, to be in 
charge of new business and expan- 
sion of services. 


om 
ae 


Ross Reports Expands 
Weekly Video Services 

Ross Reports, New York, which 
publishes weekly analyses on vari- 
ous phases of television program- 
ming, will soon add two new de- 
partments concerning film and 
commercials 

Wallace A. Ross, publisher of 
the reports, has also announced 
plans to open a Hollywood office 
In the future his programming 
surveys will be subdivided into 
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New York, 
activity. 


network, local and 


West Coast 


Norman Gladney Joins Bulova 

Norman Gladney, formerly v. p. 
and TV director of Franklin & 
Gladney, has been appointed 
supervisor of the newly formed 
TV merchandising division of 
Bulova Watch Co., New York. His 
main concern will be with retail 
merchandising. At the same time 
he will assist dealers in their video 
advertising 


IRVING WOOLF & CQ. 


SELL MORE WITH Phofo Gelatin PRINTING 
ONE TO FULL COLOR e ECONOMICAL, BEAUTIFUL 


CHicaGo 5 S$ DEARBORN ST 
LOS ANGELES 6769 LEXINGTON AVE 


All of the Children in the 
KFAB area are growing up 


BY JACK SUTTON 
DISTRICT MANAGER 
MISSION DRY CORPORATION 


__ 


— 


“To grow up, is the natural, healthy thing for children to do. And, 


as they grow up, it is just as natural for them to form habits. Among 


the many habits these thousands of children in the Midwest Empire 


have formed, is the habit of listening to the 50,000 watt voice of KFAB. 


The KFAB listening habit keeps the children informed and entertained. It tells them about 


many products and services that they can buy and use now. Also, KFAB “plants” in their 


minds favorable impressions of products and services that they will buy and use when they 


become adults.” 


The “most listened to” station in the Midwest Empire is KFAB. That is why it is good business 


to use KFAB. Where children listening habits are already established, you can, at a low 


cost, “form” 


their buying habits. 


KFAB has one of the finest children’s programs in the land—listened to by children who buy 


A 
ES 
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KFA 


OMAHA ®s!¢ cas 


50.000 watrs 


now and who will be your adult buyers—*“tomorrow”™. 
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Represented by FREE & PETERS INC., General Manager HARRY BURKE 
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Lewis Joins Dundes & Frank 

Stephen P. Lewis, formerly with 
Moore, Coughlin & Associates, has 
joined Dundes & Frank, New York, 
as an account executive. 


SOWBELLY 
& POT-LICKER 


That's what we like about the South! 


“Sumpin™ else we like down South 
is fishing and hunting all year 
round! (7,500,000 licenses sold!) 
Read by outdoor sportsmen, and 
families (and Northerners inter- 
ested in Southern sports) is 


OUTDOOR SPORTSMAN. Over 
103,000 circulation; each copy read 
by four or more. A PROVED medium 
for sporting goods, merchandise 
with male appeal, and mail order. 


Write for sample copy, rates, results data! 


Outdoor Sportsman 
PULLS LIKE A PIKE 
South's in, 9 Cotte Magazine 


Little Rock, Arkansas 
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$984,000 Suit Against ‘Lorain Journal’ 
Is One Outgrowth of Anti-Trust Suit 


CLEVELAND, July 11—The Elyria- 
Lorain Broadcasting Co., operator 
of Radio Station WEOL, has filed 
suit in federal court here asking 
treble damages amounting to $984,- 


000 against the Lorain Journal 
Publishing Co. and its officers, 
Samuel A. Horvitz, Isadore Hor- 


vitz and L. P. Self. 

The suit charges the Lorain 
newspaper pressured advertisers to 
withhold advertising from the radio 
Station, and refused to accept ad- 
vertisements from any who did 
use WEOL 

Thus, the petition alleges, the 
newspaper and its officers “con- 
spired to restrain trade and com- 
merce,” and blocked the Lorain- 
Elyria Broadcasting Co. from “eco- 
nomic opportunity to compete,” 
causing it to lose money 
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newspaper, it is charged, 
contracts of advertisers 
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period from July, 1948, to March, 
1951. 

The broadcasting company asked 
that the newspaper operators, re- 
cently found to be in violation of 
the Sherman Anti-Trust Act on 
similar charges, be summoned into 
federal court to answer allegations 


made in the petition. 
In the meantime, further diffi- 
culties cropped up in connection 


with an anti-trust suit filed against 
the News-Journal, Mansfield, O., 
by the government with charges 
substantially the same as those on 
which the Lorain Journal was 
found guilty some time ago. 


@ Chief defendants are Samuel A. 
and Isadore Horvitz, Cleveland, 
owners of both papers. They again 
are charged, as in the previous 
case, with an attempt to “monopo- 
lize the dissemination of news and 
advertising” (AA, June 4) 


The Justice Department con- 
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PIMMS PARTY—Magazine and agency people gathered recently in Charm’s fashion 
showroom for the magazine's Pimm’s cup party previewing fashions from August 


and September issues. 
Irwin Engelmore, 


Left to right are: Carolyn Saks, 
Sterling Advertising Agency 


associate fashion editor; 
Helen Valentine, editor-in-chief; 


Arthur Booth and Howard Chalk, both of = 


tends that the Mansfield paper 
canceled advertising contracts with 
firms which also advertised on 
Radio Station WMAM, ABC affili- 
ate in Mansfield, and asserts that 
the radio station’s profits dropped 
50% since 1948, with 45 of its own 
contracts canceled through the 
alleged coercion since 1947 


@ “I knew they were threatening 
to bring this suit,” publisher Sam 
Horvitz told reporters when in- 
formed of the WEOL action. “They 
the government's 


out in the record.” 

Mr. Horvitz said he had not read 
the WEOL petition but assumed it 
followed the government’s pattern 
of charges. He indicated the Jour- 
nal still hopes to win in the U.S 


Supreme Court in the govern- 
ment-brought case. 
Mr. Horvitz also implied that 


WEOL’s suit came as a retaliation 
from Roy W. Ammel, president of 
Elyria-Lorain Broadcasting Co 
Ammel is also president of the 
Elyria Telephone Co., which is 
seeking a rate increase, he said, 
adding: 

“Our paper has been rapping 
the Elyria Telephone Co. for years, 
even before Ammel became asso- 
ciated with the radio station.” 


‘PA’ Promotes Hagenbuch 
David B. Hagenbuch, Chicago 
territory salesman for Progressive 
Architecture since 1948, has been 
appointed Chicago regional man- 
ager and will direct sales for the 
magazine in 11 central states. 


Food Chain Sales i: in 
West Hit New High: 
‘Chain Store Age’ 


July 11—Food chain 
sales on the Pacific Coast, 
which have been running ahead 
of the national average for many 
months, are now at a record high, 


New York, 
store 


according to latest reports re- 
ceived by Chain Store Age from 


102 food chains which operate a 
total of 15,853 stores throughout 
the nation 

The Pacific Coast showed a 
22.7% gain in May, compared with 
May, 1950, while the national aver- 
age sales increase for the period 
was 15% 

Sales of food chain 
Southwest for May 
May, 1950, by 18.2%, Chain Store 
Age says. Gains elsewhere in the 
U.S. were: Southeast, 16.7%; 
Mountain, 15%; East Central, 
14.9%; West Central, 13.6%; Mid- 
dle Atl antic, 13.4%; and New Eng- 
land, 13% 

Drug chains, the magazine re- 
ports, showed an average sales in- 
crease of 6.6% for May compared 
with May, 1950. Sixty-four chains 
which operate a total of 1,945 
stores reported sales totals 

Sales increases in the chain drug 
field for May, compared with May, 
‘50, broken down regionally, were: 
West Central, 8.6%; Southeast, 
8.5%; Mountain, 7.6%; Middle At- 
lantic, 6.5%; New England, 6%; 
East Central, 6% ; Southwest, 5.5%; 
and Pacific Coast, 5.1%. 
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FREE! R.0.P. Mechanical Requirements! 


*Run-of-paper 


Lake Shore 


ELECTROTYPE Co. 
1224 W. VAN BUREN ST. = CHICAGO 7, HL. 


/ / 


eeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeee 
NEW YORK . Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div 

LOS ANGELES + Reilly Plastictype Div 

SAN FRANCISCO + American Electrotype Div 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance independent Electrotype Div 

NEW HAVEN + New Hoven Electrotype Div 
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National Better Business Bureau Aims Both 
Barrels at Newly Formed ‘Charm Institute’ 


New York, July 11—The Na- 
tional Better Business Bureau has 
leveled its guns on Charm Insti- 
tute, an organization set up re- 
cently to “reward and promote 
those personalities or products 
which typify and help to promote 
more charm in everyday living” 
(AA, May 21). 

The institute, says the NBBB, is 
sponsored and financed by Max 
Rogel & Associates, Newark pub- 
lic re.ations concern, to “gain en- 
tree to quarters where potential 
business may be secured.” The 
way the bureau has it figured out, 
Charm Institute's initial promotion 

a selection of the ten most} 
charming women in 1950 (sam-! 
ples: Marguerite Higgins, Rose- 
mary Clooney)—which brought 
Max Rogel & Associates consider- | 
able reflected glory, set the stage 


for a product award program to 
follow 
@ The product award program)! 


works this way, according to the 
NBBB: Charm Institute tells a 
number of manufacturers that one 
of their products is under consider- 
ation for an institute award and 
Stresses the publicity possibilities 
of such a prize. After a process of 
selection, the prospective recipi- 
ents are narrowed down to three in| 
each category. If A turns down | 
the award, B is approached, and if 
B doesn’t want it either, it goes to 
C. If the last choice doesn’t 
cept, no award is made. 

The bureau was informed that 
such awards are not contingent on 
giving or promising business to the 
PR organization but that there is 
no restriction on recipients using 
its facilities to publicize the ac- 
ceptance of the award. As a mat- 
ter of fact, the bureau points out, 
out of the 11 firms which received 
awards, one was a previous client, 
two had signed on after winning, 
and another was seriously consid- 
ering such a move. 

On June 26 the bureau was ad- 
vised that the recipients of the 1951 
Charm Institute gold medal awards 
were: 

Amelia Earhart luggage; Chris- 
tian Dior (hosiery); Saks Fifth 
Avenue (shoes); Kent of London 
(brushes); Seamprufe Inc.; Scan- 
dia Cosmetics Corp.; Lovable Bras- 
siere Co.; Florida Fashions Inc.; 
and Joseph Love Inc. 


ac- 


e After reviewing the institute’s 
activities in attempting to “pro- 
mote charm and gracious living” 
in America, the bureau concludes: | 

“It is plain to see from the pre- 
ceding facts that the ‘charm’ 
awards are a device designed pri- 
marily to promote the business in-| 
terest of a public relations firm. ! 
Unless disclosed, this fact will 
not be apparent to the reader of 
advertising. In the interest of ob- 
viating any public misunderstand- 
ing of the awards and their signi- 
ficance, as well as in protecting 
public faith in advertising, it is 
recommended that if used in na- 
tional advertising, Charm Institute 
awards be conspicuously identified 
as and for what they are—namely: 
Awards sponsored by a public re- 
lations firm for the dual purpose} 
of building prestige for itself and 
cultivating the recipients as po- 
tential clients.” 


‘NOTHING TO HIDE,’ 
MAX ROGEL DECLARES 

New York, July 12—Max Rogel, 
head of Max Rogel & Associates 
and president of Charm Institute, 
told AA today that neither he nor 
the institute plans “any rebuttal 
or defensive action” against the 
National Better Business Bureau 
for its blast against the institute's 
gold medal awards. “We have 
nothing to hide,” he said, “and 
the facts speak for themselves.” 

Mr. Rogel said he had not re- 


ceived a copy of the bureau's spe- 
cial bulletin on the institute and 
its operations, but that several 
friends had sent copies to him. 
Jay Sheppard, executive director 
of the institute, he said, had re- 
ceived a copy in the mail. 

“The institute,” Mr. Rogel said, 
“intends to continue its operations 
in the same way that it has been 
doing. It is a non-profit organiza- 
tion, incorporated under the laws 
of the state of New Jersey, and is 
financed entirely by voluntary 
contributions.” 


e Asked for the names of con- 
tributors, Mr. Rogel said he was 
not at liberty to reveal them. He 
admitted, however, that he, indi- 
vidually, was one of the main con- 
tributors. 

“Six of the medal winners,” he 
said, “are competitors of publicity 
accounts handled by Max Rogel & 
Associates.” He declined to name 


| these accounts but revealed the 


names of the six medal recipients as 
Amelia Earhart luggage, Christian 
Dior, Saks Fifth Avenue, Seam- 
prufe Inc. Scandia Cosmetics 
Corp., and Joseph Love Inc., man- 
ufacturer of children’s apparel 
“Less than 20% of the companies 
that have received institute 
awards,” he said, “do business 
with Roge! & Associates.” 

Mr. Rogel said that he started 
his publicity organization in 1939 
and added that he had been in 
newspaper work and had been a 
magazine and radio writer before 
that. Mr. Sheppard, according to 
Mr. Rogel, was a fashion consult- 
ant and writer in Los Angeles be- 
fore he became executive director 
of the institute. 


e “The institute is going right 
ahead with its plans,” Mr. Rogel 
said, “and has an adequate budget 
to carry on as it is doing through 
1953. The bureau’s bulletin has in- 
creased interest in the jnstitute, 
and inquiries have been received 
from 18 companies asking how 


they can compete for awards.” 

Asked for names, Mr. Rogel said 
he felt it would be unfair to give 
out the names at this time. 

“I want to emphasize,” he said, 
“that the institute is doing nothing 
illegal or unethical. It has nothing 
to sell. It has cooperated fully with 
the bureau and has never at- 


tempted to hide anything. The in-| 


stitute fulfills a need in the fash- 
ion field as is attested by the re- 


sponse it has received from com- 


panies in all categories.” 


Holeproof Fall Promotion 
to Use 37 Publications 

Holeproof Hosiery Co., Chicago, 
will use 37 trade and consumer 
publications in the largest fall 
campaign in its history. High point 
of the campaign will be a color 
spread in the Oct. 1 Life announc- 
ing a $17,000 contest promoting 
Holeproof men’s socks. The spread 
will be reproduced in Apparel 
Arts and Men’s Wear. 

Holeproof men’s socks and 
women’s hosiery, Luxite lingerie 
and Nappers nylon slippersocks 


27 


will be variously featured in: 
Charm, Collier’s, Esquire, Glam- 
our, Harper's Bazaar, Ladies’ Home 
Journal, Look, Mademoiselle, Mc- 
Call’s, My Baby, Parents’ Maga- 


zine, Photoplay, The Saturday 
Evening Post, Seventeen, Today's 
Woman, True, Vogue, Woman's 


Home Companion, Young Years, 
Dell Modern Group and the Faw- 
cett, Hillman’s and Ideal women’s 
groups and Screenland Unit. Weiss 
& Geller is the agency. 


Specialists on 
SALES PORTFOLIOS 
wv 
SERVICE BINDERY CO. 


INC 
2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 


like California without the 


BILLION 
DOLLAR 


VALLEY 
OF THE 
BEES 


BEE . THE MODESTO BEE . THE FRESNO BEE 


McClatchy Newspapers 


National Representatives... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicago * San Francisco 


as Los Angeles . . 


el 


Is there a great open space in your Cali- 
fornia coverage? There is—without the 
Billion Dollar Valley. Because that's the 
inside part of California—the independ- 
ent inland—with nearly as many people 
. higher retail sales 
than San Francisco and Oakland com- 
bined.* And it's a market you miss unless 
you use its own leading papers. 

Be sure, then, that you are in the three 
McClatchy papers—The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. 
Each is the hands-down favorite in its 
own part of the Valley. Together, they 
cover the entire 500-mile Valley as does 
no other newspaper combination. And 
remember, in research service those three 
McClatchy papers rank with the nation’s 
best. The 195] Consumer Analysis—just 
off the press—is evidence of that! 


*Sales Management's 1951 Copyrighted Survey 
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Federal eae Figures on Pe oie Store Sales 


WaAsHINGTON, July 10—Depart- 
ment sales throughout the 
country declined 2% during the 
week of June 30 from the volume 
recorded in the U.S. for the corre- 
sponding week a year ago 

Only two of the 12 districts re- 

s, porting to the Federal Reserve 
Board showed an increase for the 
week---New York and Richmond 

es while Cleveland district sales 
showed no change. Sales dips in 
the other nine districts ranged 
from 2% (Chicago and Kansas 


store 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Divieien of 


pa Rg gg meng Kae yy 
900 Kibby St. Lime USA 


recone: tp vt he 08 


ASI 


City) to 9% (St. Louis). 

The New York district, still rid- 
ing on the sales boom of the full- 
scale price war, showed an 8% in- 


crease, while sales in the Rich- 
mond district were up 2%. 
Rochester scored the biggest 


gain of any city, 17%, which was 
almost double the next largest gain 
of 9%, recorded by New York City. 

St. Paul, Tulsa and New Orleans 
suffered the biggest declines in 
sales, with losses of 18%, 15% and 
13%, respectively. Close behind 
these three cities were Little Rock 
(off 12%), Memphis (down 11°), 
and San Antonio (off 10%). 


ws The U. S. Department of Com- 
merce, in its monthly estimate of 
chain and mail order sales, noted 
that sales for May were approxi- 
mately $2.6 billion, or about 10% 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to June 30, °51*p257 
Week to July 1, °50*....262 
Week to June 23, '51*..265 
Week to June 24, '50*..250 
Month of May, °51*_ p297 
Month of May, *50* 287 
pPreliminary 
Not adjusted seasonally. 
higher than a year ago. 


May marked the second consecu- 
tive month of relative stability in 
chain store activity following de- 
clines from the January buying 
wave, the department reported 

% Change from ‘0 


Week Ended 


Federal Reserve June June June 


District and City 16 23 30 
UNITED STATES 1 6 — 
Boston District _- es | 
New Haven 6 6 1 
Boston 10 2 0 
Lowell-Lawrence 9 8 3 
Springfield 0 10 3 
Providence 10 3 5 


HIGH GEARED BUYING POWER! 


Quad-Cities is the home of 233,012 people . . . 


over 300 manufacturing 


firms. Exclusive of the Rock Island Arsenal, employment in Quad-City 


manufacturing firms has passed 1943's previous high by 5 


trial employment now totals 53,156. 


.067. Indus- 


- From this great Industrial Hub of the Midwest originate the payrolls 
4 which channel a high volume of buying power into this rich, unified 


market. 


The Argus and Dispatch newspapers are the ONLY daily newspapers 
which can assure you of complete coverage in Rock Island — Moline — 


East Moline — the major portion of the Quad-Cities. 


WHBE carries the highest Hooper rating — greatest B M B audience 
— offers complete AM — FM — TV service to deliver sales at a profit 


for you. 


newspapers that cover the ILLINOIS side 
where 57% of Quad -Cities population live 


= NAT. REPS. THE ALLEN KLAPP CO. 


NAT. 


REPS. AVERY KNODEL, INC. 
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Retail Sales, April-June, ‘49-’51 


JUNE 
22 9 «6 8 


1935-39 EQUALS /0O0 


District 


Rochester 
Syracuse 
Philadelphia District 
Philadelphia 
Cleveland District 
Akror 
Cincinnati 
Cleveland 
Columbus 


irgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 
Jacksonville 
Miami 
Atlanta 
Augusta 
New Orleans 
Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District 
Little Rock 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City District 
Denver 
Wichita 


Oklahoma City 
Tulsa 

Dallas District 
Dallas 
El Paso 
Fort Worth 
Houston 
San Antonio 

San Francisco District 
Los Angeles 4 
Oakland 
San Diego 
San Francisco 
Portland 
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Salt Lake City 4 0 2 
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Sets Cottage Cheese Drive 
Sealtest divisions of National 
Dairy Products Corp. launched an 
intensive cottage cheese drive 
July 15 featuring full-color ads 
in comics sections of Sunday pa- 
pers. The Sealtest “Big Top” CBS- 


TV show, aired Saturdays, 12-1 
p.m., will feature a series of cot- 
tage cheese commercials. Radio 


musical spots also are scheduled. 
New point of sale devices include 
window streamers, recipe folders, 
lid cards, menu clip-ons and a 
special hanger and box for Seal- 
test literature. N. W. Aver & Son 
is the Sealtest agency 


Stewart Agency Boosts Three 

Walter M. Kerr, director of the 
Edmonton office of Stewart-Bow- 
man-Macpherson, has been named 
a v.p. Hubert S. Watson, of the 
agency's home office in Vancouver, 
and Robert MeNicol, in the Cal- 
gary office, have been appointed 
to the board of directors. 


Suedecare Names Rapps S. M. 

Jerry Rapps has been named 
sales manager of Suedecare Inc., 
Hempstead, L. I., national leather 
cleaning service. 


McCann Gets Three Feathers 

Melrose Distillers, New York, 
has appointed McCann-Erickson to 
handle advertising of Three Feath- 
ers whisky 


COMPLETE MARKET DATA 


for the 


FABULOUS SOUTHWEST 
A $587,330,000° MARKET 


WRITE FOR ALL 4 BOOKLETS 


@ “The Big Package’’—a market study 

© “The Story of the Fabulous South- 
west” 

® “Standard Market Data for El Paso” 

@ “The $12,000,000 Case of Whiskey”’ 


ing Dept., 


*TOTAL RETAIL SALES 1950. 


MORNING AND SUNDAY 


Get your copies by writing the General Advertis- 
Newspaper Printing Corp., El Paso, 
Texas — or — your nearest Scripps-Howard or 
Texas Daily Press League representative office. 


(SALES MANAGEMENT) 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 
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Advertising Age, July 16, 1951 


Auto Makers Face 
More Cuts in ‘52, 
Ford's Breech Says 


Detroit, July 10—Ernest R. 
Breech, executive v.p. of Ford 
Motor Co., this week predicted 


more cuts in auto production for 
1952, but said that the mounting 
unemployment in the industry will 
subside as auto workers are ab- 
sorbed into defense projects. 

However, Mr. Breech warned 
that it will be 1953 before the ma- 
jor phase of Ford’s defense pro- 
gram will reach its peak. 

“It is a certainty,” he said, “that 
there will be considerable unem- 
ployment in the period between 
the reduction of civilian produc- 
tion and full-fledged defense pro- 
duction.” 

Looking at the future for pro- 
duction, Mr. Breech continued: 

“The question of automobile 
production for the last half of 1951 
seems to have been settled pretty 
definitely by the decision of the 
National Production Authority to 
limit each company’s output to a 
fixed percentage of a scaled-down 
industry-wide total.” 


e@ Under the government directive, 
Ford, Lincoln and Mercury pas- 
senger car output will be approxi- 
mately 256,000 units for the third 
quarter—about 37% below the 
third quarter of 1950. 

“Reduced production during the 


remainder of 1951 and probable 
further reductions in 1952,” Mr. 


Breech added, “create the possi- 
bility that supply will not match 
the requirements of car-buying 
America.” 


He pointed out that this will 
create a pent-up demand for cars 
when the present emergency is 


over and that he believes it will 
be several years before this de- 
mand is satisfied. 

“In addition to the continued 
growth in the population of cars 
and trucks, we anticipate a large 
replacement market in the years 
ahead.” 


Chicago Car Advertising 
Has Service on 25 Routes 

In the July 2 issue AA carried a 
story announcing that National 
Transitads would take over the 
transportation advertising fran- 
chise of the Chicago Transit Au- 
thority from Chicago Car Adver- 
tising Co. The story also said that 
Chicago Car would continue to 
handle advertising in the suburban 


areas outside the city. 
However, Chicago Car Advertis- 
ing points out that it not only 


handles transportation advertising 
on eight suburban commuter 
routes, but also on seven localized 
bus lines surrounding the city and 
especially on the Chicago Motor 
Coach and Illinois Central Electric 
systems 

The company offers 
terms “three-zone” 
coverage,—urban, 
suburban—with 
transit routes. 


what it 
advertising 
mid-urban and 
service on 25 


Fort Industry Boosts Jones; 
Kraft Named to Chicago Sales 

Richard E. Jones, v.p. and gen- 
eral manager of Stations WJBK 
and WJBK-TV, Detroit, has been 
promoted to the newly created po- 
sition of v.p. in charge of the 
northern district of Fort Industry 
Co., ner of the stations. Mr 
Jones will supervise operations of 
the Detroit stations as well as 
WSPD and WSPD-TV, Toledo, and 
WSAL, Cincinnati 

feynold R. Kraft, formerly of 
Paul H. Raymer Co., radio-TV sta- 
tion representative, has been ap- 
pointed to head the newly opened 
Chicago sales office of Fort In- 
dustry. His headquarters will be 
at 239 N. Michigan Ave 


ow 


Mrs. Knierim to Richardson 
Mrs. Elizabeth Knierim, who di- 
rected her own agency in Tokyo 
for the past year, has joined Clark 
Richardson 
as an account executive. 


Transitads Appoints 13 

The sales force for the new Chi- 
cago division of National Transit- 
ads Inc. includes Jim Davis, J. R. 
Buell, E. E. Clark, George C. Cle- 
ments, W. R. Christmann, R. S. 
Collins, J. Couch, John Friedian- 
der, Charles Kucker, Frank Mor- 
rin, J. Peticolas and A. A. Sum- 
mers. Alan Zuckerman has joined 
the organization as national sales 
manager for Chicago, operating 
from the company’s New York of- 
fice. The Chicago office was es- 
tablished following the company’s 
receipt of the vehicle franchise of 
the Chicago Transit Authority 
(AA, July 2). 


Cann Joins Krupnick Agency 

Robert T. Cann, formerly with 
the St. Louis Star-Times, has joined 
the art staff of Krupnick & Asso- 
ciates, St. Louis. 


Washington Appeals Court 
Turns Down Transit Radio 

The U. S. circuit court of ap- 
peals, Washington, has _ turned 
down a plea by the Public Utili- 
ties Commission of the District of 
Columbia and Capital Transit Co. 
(AA, June 18) for a re-hearing on 
its order banning commercial ra- 
dio broadcasts in Washington 
streetcars and buses. The refusal is 
considered in some quarters as 
opening the way to a Supreme 
Court test of the issue. 


Bracy Gets Presto Account 

Bracy & Bracy, Cleveland, has 
been named agency for Presto Mfg. 
Co., manufacturer of Presto flower 
pot washers. Business papers are 
currently being used. The agency 
recently moved to offices at 14900 
|Detroit Ave., Cleveland 7 


‘Boys’ Life’ Appoints 

Boys’ Life has appointed J. G 
(Bud) Davenport as its Pacific 
Coast representative. Offices are at 
2412 W. 7th St., Los Angeles 5. 


29 


Names Carol Bettman 

Miss Carol Bettman has been 
named assistant director of public 
relations of the Cincinnati Com- 
munity Chest. 


62 Billion Dollar 
Automotive Market 


Sees - but hears not 


ee 


Sees - Hears-Buys 


: st. 
MATIONAL OFFICES NEW YORK: 70 East 45m 


| 
| 


Advertising, Tacoma, | 
t 


CITY: 2449 CHARLOTTE ST. @ 


CCH OSOSESSSSSSSOSSSSSHESSSSESSSESHEHESHCHHEHEBSESESEE®S 


*® CHICAGO: 333 NORTH MICHIGAN AVE. 
CLEVELAND: 526 SUPERIORN.E. © 


Hears - but sees not 
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Moral - Sell with Sight 
-Sound-Demonstration 


Get the selling impact of sight, plus sound, plus action, 
plus COLOR by using film commercials as Spot Movie Ads 
on theatre screens. Your films are shown in commanding 
size, with perfect clarity, as part of the regular program. 


With Spot Movie Ads you can reach prospects in virtually 
all U. S. cities and towns with 1,000 population or over. Or 
you can pick special markets, even special neighborhoods. 
Fill out and mail the coupon today for more information. 


Spot Movie Ads in Theatres. 
NAME 


PPO SS SSsaeewny 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N.Y. 
Please send me more information about 


YOUR COMPANY 


ADDRESS 


Serr 


ovie Advertising Bureau 


‘ey EMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


* NEW ORLEANS: 1032 CARONDELET ST. 
SAN FRANCISCO: 621 MARKET ST. 
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“we have a woman 
subscriber right 


here in Washington! 


Burn the galleys. Send, her a refund! “Do something ... . 
Wait till it gets.around that Nation's Business has waste... . 
Wait till the trade hearswe have a “Miss” in our mass coverage of 


business management 7 
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You send an advertising dollar out to bring back more dollars. 

But in the business market, look what happens too often . . . 

In lean-coverage media, you lack the engine power to push out enough 
' goods fast enough. 


In big, broader consumer books your business story breezes right over 
| the heads of women, teen-agers, teachers, preachers, butterfly collectors. 


Nothing costs so much as just missing your market. 


If you want businessmen, Nation's Business has them. Three-quarters 
of a million of them (minus one) . . . almost twice as much as any 
business neighbor . . . more than any other two, in fact. 


| aeees <%= mong all today’s fine business books, none so big as Nation's Business. 


a Three-quarters of a million . . . 100,800 Presidents and Vice-Presi- 
ra dents . . . 33,840 Secretaries and Treasurers . . . | 26,720 Managers. . . 
a 416,360-Omnersand Partners... 


sa ow W'S wh LY 


Dd ~* 


a of 85°. coverage of big busmess 2 45% coverage of their top brass. . . 
1 a > downright dominance‘pf the $127-tHHen'sinall business market. 

Get in your car. Start out from the center of any major trading area— 
a. * : Pittsburgh, Chicago, St/Louis, San Francisco. You'll find big business 
~ Sd and small business in*the heart of town. And you'll find Nation's 
; < Business. : 


~ »* - 
“s ° 
, ‘ x 


a é Now, hit the suburbs, ‘drive through the smaller cities and towns that 
SSSR A blossom out from the*main route. Again you'll find big business and 
ver af small business. And again you'll find Nation's Business. 


¥ 
- 


Because wherever business is doing business you'll just have to find 
Nation’s Business. That's mds$-¢overage”at work . . . via the general 
Stas . magazine for businessmen. Nation's Business, Washington 6, D. C. 


i & P.S. Just looked at the galleys again. That woman in Washington—her 
Pa s39 name is Miss Elizabeth Fairall, Vice-President of Garfinckel's! 


mass coverage of business management 


| NATION’S BUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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OR FALL—Don Hause 
radio and TV direct 
ome of the details of 
which Armour will spon 


Univ. of Mich 


Gorroway talk over s 


ic Behavior 


| Psychological factors play as im- 
in an individual's 


behavior as they 


| Sets along with his wife, 
| to a University of 


anding of spend- 
investing habits, 


atona, professor of econ- 
and Psychology, 


No advertiser ever had a 
more attentive audience! 
t 


if you have a product to sell to 
imdustry you now h 
Portunity of a lifetime t omic Behavior,” 
be the first of its 


Which js Said to 
kind to integrate 
Men of industry are searching 
for equipment and 
at will help them fill 


ers. They are seeking 


are more easily 
if the human fac 
of decision form 


sources for every hind of 


product. including 


Product inform applying the prin- 


Vital now than ever, 
search by pro- 
duction men in the larger plant. 
is concentrated on t iness trends, Dr. K 
leading publication in the 


of product news " technique is more 


sroup of persons se 
plicated Scientific 
les researchers t¢ 


impact of hews, 


all group of persons 


today for complete de. 
The Survey Rese 


years in conducting its Fe 


Its Kleen-Stik, Not 


glasses, w hich the 


by Kleen-Stik P 


ABC- American Chi 


pation in American 
Co." 


Thomas Publishi 


461 Eighth Avenue, N. 
BOSTON - CHICAGO 


erald-Sample is 
Los ANGELES + PHILADELPH| 


INDUSTRIAL GROUP 

Aero Digest 

Aeronautical Engineering Rev ew 

American Aviation (bi.w ) 

American Builder 

American City 

American Dyestuff Reporte 

American Machinist (bj w) 

American Printer 

Analytical Chemistry 

Arts & Architecture 

Architectural Record 

Automotive Industries (semi-my. ) 

Aviation Age 

Aviation Week 

Bakers Helper (bi-w,) 

Bedding 

Better Roads 

Boxboard Containers 

Brewers Digest 

Brick & Clay Record 

Bus Transportation 

Butane-Propane News (4! 3x6) 2) 

Butter Cheese & Milk 
Products Journal 

Canner (w.) 

Ceramic Industry 

Chemical & Engineer. News (iw) 

Chemical Engineering 

Chemicai Processing 

Chemical Week 

Civil Engineering 

Coal Age 

Coal Mining 

Commercial Cay Jour nal 

Construction Digest (bi-w.) 

Constructioneer 

Construction Equipine it 

Construction Methous & 
Equipment 

Construction News Monthly 

Constructor 

Dairy Record 

Design News 

Diese! Progress (9x12) 

Distribution Ave 

Drilling 

Orug & Cosmetic Industry 

Electrical Co struction & Mtnce 

Electrical Engineering 

Electric Light & Power 

Electrical South 

Electrical West 

Electrical World iw) 
lectromics 

Engineering & Mining Journal 

Engineering News-Record (w ) 

Excavating Engineer _. 

Factory Management & Mtnce 

Fire Ergineerin; 

Fieet Owner 

Foou Engineering 

Food Packer 

Food Processing 

Foundry 

Gas 

Gas Age (bi-w.) 

Heating & Ventilating 

Heating Piping & Air 
Conditioning 

Ice Cream Review 

Industrial & Engineering 
Chemistry 

Industrial Finishing (4 8*6! 2) 

Industry & Power 

Inland Printer 


Interiors 

Tron Age (w.) 

Lumberman 

Machine & Tool Blue Book 
(4 ox6! 5) 

Machine Design 

Machinery 


Magazine of Building 
Manufacturers Record 
arine Engineering & 
Shipping Review 
Mass Transportation 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Dealer 
Mill & Factory 
Mining Engineering 
Modern Machine Shop (4) 2*6! >) 
Modern Metals 
Modern Packaging 
Modern Plastics 
Modern Railroads 
National Petroleum News (wi) 
National Provisioner (w ) 
National Safety News 
Oil & Gas Journal (w.) 
Organic Finishy 
Pacific Builder & Enginee. 
Packaging Parade (9% ex12) 
Paper Industry 
Paper Mill News (w) 
Paper Trade Journal (w.) 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 
Pit & Quarry 
Plant Engineering 
Plating 
Power 
Power Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering & Mgt 
roducts Finishing (4! 2*6' >) 
Progressive Architecture 
Purchasing 
Quick Frozen Foods & 
the Locker Plant 
Railway Age (w.) 
Railway Engineering & 
Maintenance 
Railway Mechanical & 
Electrical Enginee, 
Railway Purchases & Stores 
Railway Signaling & 
Communications os 
Roads & Streets .. cee 
Rock Products 02  coeees 
Southern Lumber Journal 
Southern Lumberman . 
Steel (w.) . 
Supervision ... ” hidnhe 
Telephone Engineer (semi-mo.) 
Telephony (w.) 
Textile Industries 
Textile World basar : 
Timberman . 2°07" 7"*"" 


Advertising Volume Figures for June 
Business Papers and Totals for§ 


These figures are an exclusive 
duced Without written pe 
ard 7x10” advertising Pages 


—— 


Advertising Age, July 


Tooling & Production (Sx?! ,) 
Tool Engineer . 

Traffic World (w.) 
Utilization 

Wastes Engineering 

Water & Sewage Works 

Water Works Engineering 
Welding Engineer 

Western Canner & Packer 
Western Construction 

Western Industry 

Wood Worker 

Woodworking Digest (4) 246! 2) 
World it 

World Petroleum 


Total 


PRODUCT NEWS Group 
Volume figures for Product news 


'n 1/9 page units (approximately 3 ax4 


Electrical Equipment 
Industrial Equipment News 
Industrial Maintenance 


Product Design & Development 
Transportation Supply News 
Total 1/9 Bage units 


TRADE Group 

Aw Conditioning & Refriger- 
ation News (w.) (1)! axl6) 

American Artisan 

American Druggist 

American Lumberman & 
Building Products Mercha.- 
diser (bi-w.) 

Boot & Shoe Recorder (semi-mo. ) 

Building Supply News 


tration Edition Combinations 

Druggist Editions 

General Merchandise— 
Variety Store Editions 

Grocery Editions 


Electrical Merchand.sing (9x12) 
Electrical Wholesaling 

Farm Equipment Retailing 
Farm Implement News 


Florists’ Review (w.) 

Fueloil & Oij Heat 

Geyer's Topics 

Glass Digest 

Hardware Age (bi-w.) 
Hatchery & Feed 

Hosiery & Underwear Review 
Hosiery Industry Weekly 
Hosiery Merchandising 
Implement & Tractor (bi-w.) 
Implement Record 

Industrial Distribution 
Jewelers Circular-Keystone 
Leather & Shoes (w.) 
Lingerie Merchandising 
Liquor Store & Dispense 
Motor .._. 

Motor Age 

Motor Service (4! 4x6! 5) 

NJ (National Jeweler) (5) X73) 
National Bottiers’ Gazette 
Office Appliances 
Photographic Trade News 
Plumbing & Heating Business 


Plumbing & Heating 
Wholesaler 

Poultry Supply Dealer 

Progressive Grocer (4) gx?! a) 

Sheet Metal Worker 

Southern Automotive Journal 
uthern Hardware 

Sporting Goods Dealer 

Sports Age 

Super Market Merchandising 


CLASS Group 
Advertising Age (w.) (10%4x14) 
American Funeral Director 
American Hairdresser 

American Restaurant 

Banking (7x10-3/16) 


Hospital Management . 
Hotel Management 
Hotel Mcnthly 
Hotel World-Review ( ) 
(Sh qx14) 
Industriat Marketing 
Journal of the American Meg 
ial Assuciation (w ) 


Oral Hygiene (4-5/16x7-3/16) 
Proceedings of the LRE 
Restaurant Management 
Scholastic Coach 
Schoo! & College Management 
(9ox113,) 
School Executive—Schoo! 
* wipment News 
What s New in Home Economics 
Total 


EXPORT Group 

American Automobile 
(overseas edition) 

American Exporter (2 eg ) 
merican Exporte Industrial 
(2 editions) 

Automowl Americano 

Caminos y Calles 

Farmaceutico 

Hacienda (2 editions) 

El Hospital 

Ingenieria Internacional 
Construccion 

Ingenieria Internacional 
Industria re 


Issues of 
Months 


Industrial Marketing and must not be 


Ing quoted or repro- 
‘ise noted, all publications are monthlies 


and have Stand- 
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June Jan. -June §Includes a special issue. “Includes classified advertising 
Pages ‘ - Pages ——. Estimated ‘Two issues Three issues “Four issues 
1 1 1951 Five issues [ 7x10 units, sold as pages. 
McGraw-Hill Digest 23 27 188 189 “Formerly Tool & Die Journal 
Petroleo Interamericano 45 46 233 270 Does not include advertising in special Western section. 
Pharmacy International 23 19 139 143 Quick Frozen Foods & the Locker Plant—correct display advertising for 
Revista Aerea Latinoamericana ll 7 50 59 May, 1951, should be 69 pages, not 59 as listed in AA, June 11 
Revista Rotaria 7 5 34 % Purchasing—correct display advertising for March, 1951, should be 247 
Spanish Oral Hygiene pages, not 224 pages as listed in AA, April 9 
(4-5/16x7-3/16) 37 27 214 206 
Textiles Panamericanos 69 57 377 355 
Total 1,020 1,001 6,161 6,261 


5.3% for Six Months, 
6.5% for June Pages 


Cuicaco, July 10—Industrial 
Marketing’s monthly tabulation of 
business paper figures shows 
healthy gains both for June, 1951, 
and for the first half of the year 
to date. 

Advertising volume in the 256 
papers reporting was up 5.3% for 
the six-month period, and June 
Statistics showed a 6.5% increase 
over the same month last year. 

A 10.1% gain was reported for 
the industrial group (151 publica- 
tions reporting) and the half-year 
total for these papers is up 9.7%. 
The product news _ publications 
gained 13% in June, 12.1% for 
the January-June period. A 6.7% 
drop was reported for the trade 
group, making their six-month 
average down 5.3%. 

For the 28 class papers report- 
ing, the IM study shows a 7% gain 
after a small drop in May. The 
class papers are up 3.2% for the 
first half of 1951, however. Al- 
though the 17 export papers 
showed a 1.9% gain in June, their 
loss for the year to date is 1.6%. 

MONTH OF JUNE 


Pages Pages 

1951 1950 

Industrial 19,179 17.415 

Product News* 2,396 2.120 

ra 5,313 5,691 

Class 2.412 
Export 00 


1,02! J 
*Figures are for one-ninth-page “standard units.” 


Wolcott Leaves Silex Co. 

Frank E. Wolcott, v. p. and gen- 
eral sales manager of Silex Co., 
Hartford, has resigned to enter 
his own business, to be known as 
Wolcott Co. 


WKBN, Youngstown, Moves 


WKBN Broadcasting Corp. 
Youngstown, O., has moved its 
offices and studios to 3930 Sunset 
Bivd. 


Joins Metro Group 
Effective Sept. 16, the Seattle 
Times will join the Metro Group, 


publishing a Sunday colorgravure 
section. 


“RESULT 
PRODUCING 
INQUIRIES’— 


says Autopo:int Company 


BUSINESS GIFT ITEMS 


And it’s no wonder. 

Of the 285,000 subscribers to 
The Rotarian, 186,000 state 

that their businesses buy and 
give business and good-will gifts. 
These purchases average $647.00 
each .. . an annual market for 
$119.906,767.00 worth. 

And they're making up 

their budgets now. 

So... if you want to tap thi- 
market... use The Rotarian. 
You'll be talking to the men 

who can say yes... and who have 
what it takes to buy what you sell. 
Let's talk it over. 


The P 
holarian 


WACKER OR. CHICAGO F, thE. 


Two new motion pictures have 
been released for public showing 
by Ford Motor Co. One is a series 
of six, 10-minute driver education 
studies. The other, entitled “The 
American Cowboy,” is a 30-minute 


color documentary of life on 
a Colorado ranch. The films 
are available to clubs, schools, 


churches, etc. 


Swanson to Allen & Reynolds 
Harold A. Swanson has been 
named merchandising director of 
Allen & Reynolds, Omaha agency. 
Until recently, Mr. Swanson op- 


erated his own food brokerage 
concern. 


Manilla To Geyer Agency 

James N. Manilla, formerly film 
supervisor of Batten, Barton, Dur- 
stine & Osborn, has been named to 
fill a similar position in the radio- 
TV department of Geyer, Newell 
& Ganger, New York. 


Diehl Appoints Alexander 

Christ. Dieh] Brewing Co., De- 
fiance, O., has appointed Barton 
Alexander Advertising, Toledo, as 
agency for Diehl beer. Newspa- 
pers and radio will be used 


BEFORE YOU BUY! 


Let your printer 
show you how attractive 


fine lithography 


can be! 


HAMMERMILL 
OFFSET 


BY THE MAKERS OF HAMMERMILL BOND 


The BIG book in 


the diesel field! 


EDITORIAL OFFICE 
816 N. Le Clencqe Bivd. 
los Angeles 46, Calif. 


Advertising Office 


2 West 45th St., New York 19.N_Y. 


Or send for this Demonstration 
Set of beautiful commercial 
Offset 


... It's FREE! 


Five well-known companies are 


represented by the handsome 


pieces in this set 


These speci 


mens demonstrate the full, rich 


natura! tones that offset lithog- 


raphy offers printing buyers 


the 


kind of 


work you can 


expect to receive on Hammer- 
mill Offset's firm, bright-white, 
closely knit surface 


Half-tones, too, take on un 


usual depth when printed on 


Hammermill Offset 


Line work 


and type material stand out 


sharp and clear. When printed 


on both sides you need have 


no fear of objectionable show 
through. Hammermil! Offset is 
in Wove and four 
he 


available 


embossed 


Send t 


finishes. 


coupon. See for yourself. 


Please send me — FREE 


— ee ee ee ee ee ee ee ee 
Hammermill Paper Company, 
; it! 1459 East Lake Road, Erie 6, Pa. 


— , 


the 


Demonstration Set of Hammermill Offset specimens and 


include the up-to-date sample book 


Name 


Position 


Please 


atta h to, or writ 


n 


your bus 


nens letterhead.) AA 7.16 
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‘Vacation Hair 
Needs’ Get Push 
in Tintair Deal 


New York, July 10 
which figures Jo get a 
tional share of sales 
hair 


Tintair— 
propor- 
needs” 


a “vacation program 


in drug and department § stores 
across the country 
The Tintair idea is to coordi 


. 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and tor developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Me Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 Se. Dearborn St., Chicago 4 


has launched | 


nate into one display area a varie- 
ty of hair products which annual- 


lv gross some $400,000,000. These 
include shampoos, hair tonics, 
combs, hair brushes, hair pins, 


curlers, and lacquers and pomades. 

Goal of the Tintair campaign is 
to help “open the potential $70,- 
000,000 annual hair coloring busi- 


| ness to the nation’s drug and de- 
partment stores.” 
| As part of the promotion, Tin- + 


tair has prepared newspaper ads 
which retailers can place in local 
papers on a 50-50 basis. These mats 
Tintair in two-thirds of the 
and the remainder is open 
for promoting other merchandise. 

Cecil & Presbrey is the Tintair 
(Bymart Inc.) agency 


|} boost 


space, 


Leisch Returns to Nielsen 
Fred Leisch, for many years ex- 


ecutive v.p. of A. C. Nielsen Co., 
Chicago, who left to take a post 


with Booz, Allen & Hamilton, man- 
agement consultant, has returned 
to the Nielsen organization as 
executive v.p., to head up an im- 
portant new division of the com- 
pany 


LIFE-SIZE—A 


series of 
cards will help Temco sell its products 
ot the point of sale through this display, 
designed by Consolidated Lithographing 
Corp 


interchangeoble 


| Whats 


oLouiovillle Gor- 


——— hellcky Gourbon! 


WAVE® has a Dastime BMB Audience 
of 238,490 families in Rentucks and 


Seuthera Ladiana 
Pffective Buying 
billion, as against 
the entire State 


BME counties is 


come in those Reatuchs counties ir 


» WASE deew 


audience 


wh 


"The WAVE-TS to 
contains 2560, HH) families 


The bffective Buy- 
ing Income within WAVE's Daytime 


1" 
The 


ranks 


3-county Louisville Metropolitan Area 
28th in 
Metropolitan Memphis, Miami or Omaha. 
WAVE’s 


31.4% as many families as the Kentucky 


Retail Sales* — ahead of 


Daytime BMB Area contains only 


total—yet produces Food and Drug Sales 
65.39% as great as the whole State! 

WAVE-TV, 
ville’s 
ABC, 


the most popular TV station in this area. 


now in its third year, is Louis- 
is NBC, 


is by far 


first television station. It 


Dumont — Channel 5. It 


Get all the facts about WAVE — AM and 
TV. Write direct. or ask Free & Peters! 


*Sales Management Survey of Buying Power, May 10, 1950 


ar 


This area has an 
Income of $1.67 
$2.51 billion for 


INDIANA 


51° of the In 


NOT have a BME 


verage Area 


FREE G PETERS, INC. 


Exclusiv. National Representatives 
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National Nielsen-Ratings of Top Radio Shows 
Week of June 3-9, 1951 


All tigures copyright by A.C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING 
ae, ONCE-A- WEEK (AVERAGE FOR ALL PROGRAMS 2,347 (5.6) 
Lux Radio Theater (CBS) 5.280 12.6 

> Amos ‘n’ Andy (CBS. Rexall) 5.238 12.5 

3 Charlie McCarthy Show (CBS, Coca-Cola) 5.112 12.2 

4 Jack Benny Show (CBS, Lucky Strike) 4.442 10.6 

5 My Friend Irma (CBS, Lever-Pepsodent) 4.190 10.0 

t Life with Luigi (CBS, Wrigley) 4.065 97 

7 Mr. Chameleon (CBS, Sterling Drug) 3,939 94 

8 Godfrey's Talent Scouts (CBS, Lever-Lipton) 3,939 94 
Mystery Theater (CBS, Sterling Drug) 3.897 9.3 

10 Or. Christian (CBS, Chesebrough) 3,771 9.0 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS 1,592 3.8) 
Beulah (CBS, P&G) 2.724 6.5 

2 Ove Man's Family (NBC, Miles Laboratories) 2.388 5.7 

3 Lowell Thomas (CBS, P&G) 2,347 5.6 
WEEKDAY (AVERAGE FOR ALL PROGRAMS 1,969) (4.7) 
1 Romance of Helen Trent (CBS, Whitehall) 3.771 9.0 

2 Arthur Godfrey (CBS. Liggett & Myers) 3.646 8.7 

3 Our Gal. Sunday (CBS, Whitehall) 3,394 &1 

4 Big Sister (CBS. P&G) 3,352 8.0 

5 Ma Perkins (CBS, P&G) 3,310 79 

6 Wendy Warren (CBS. General Foods) 3.227 7.7 

7 Arthur Godfrey (CBS. Nabisco) 3.017 7.2 

7 Right to Happiness (NBC. P&G) 2.975 71 

9 Rosemary (CBS, P&G) 2.933 7.0 

10 Pepper Young's Family (NBC P&G) 891 6.9 
— SUNDAY (AVERAGE FOR ALL PROGRAMS 754 (1.8) 
True Detective Mysteries (MBS. Williamson) 1.886 45 

3 Martin Kane, Private Eye (MBS, U. S. Tobacco) 16s 3.9 

3 Symphonette (CBS. Longines-Wittnauer) 1,257 3.0 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS 2,221 5.3 
1 Armstrong Theater (CBS) 3.101 74 

2 Stars Over Hollywood (CBS. Armour) 3,101 7.4 

3 Grand Central Station (CBS, Pillsbury) 2.975 71 


‘Plan Three-Way 
Promotion for New 
Paramount Picture 


New York, July 7—Paramount 
Pictures, Modern Photography and 
Photo Dealer will test a three-way 
promotion of Paramount’s new 
moving picture, “A Place in the 
Sun,” starring Elizabeth Taylor, 
Montgomery Clift and Shelley 
Winters, and opening at the Para- 
mount Theater Aug. 29. The film 
is based on Theodore Dreiser's 
novel, “An American Tragedy.” 

Modern Photography has  se- 
lected the movie as an example of 
excellent photography, and will 
explain why in its September issue, 
due out about Aug. 10. The August 
issue of Photo Dealer, which comes 
out about the same time, will carry 
a two-page story directed to the 
camera dealer, telling him how he 
can profit from this promotion. It 
will carry a photo of a suggested 
window display, offer free stream- 
ers, and suggest how dealers can 
tie in with local theaters. 


@ Paramount's press book on the 
picture will tell theaters how to 
tie in with local camera stores, and 
will suggest that they allow local 
stores to place displays in theater 
lobbies. It will also offer free post- 
ers, ad mats and other promotional 
material to local theaters. In addi- 
tion, Paramount will provide dis- 


play material for camera stores, 
specially prepared for this promo- 
tion. 

American News Co. will dis- 
tribute 44,000 newsstand posters 
which will say in essence the same 
thing that the theater posters will, 
namely: “Learn photo techniques 
See Paramount's ‘A Place in the 
Sun,’ featured in Modern Photo- 
graphy, September issue.” 

In addition, it is expected that 
a substantial amount of local ad- 
vertising will be done later by 
theaters in towns and cities all 
over the country. 


Motheral Heads BBDO’'s 
San Francisco Office 

J. G. (Pete) Motheral has been 
named manager of the San Fran- 
cisco office of Batten, Barton, Dur- 
stine & Osborn, following the death 
of Charles Ferguson on July 8 (see 
obituary on Page 35). 

Mr. Motheral has been with the 


San Francisco BBDO office since 
1941, and has been a v.p. since 
1948. 


Duram Resigns Lever Post 

George Duram, media director 
at Lever Bros. Co., New York, has 
resigned. His future plans were not 
announced, and Lever Bros. has 
named no successor 


Stebbins Joins Reliance 

Harold F. Stebbins, formerly 
with Sears, Roebuck & Co., has 
joined Reliance Mfg. Co., Chicago, 
as v. p. in charge of merchandising 
and sales 
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specialists 
in fine 
photo engraving 
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HARRY B. BECK 
NANTUCKET, Mass., July 10— 
Harry Brooks Beck, 69, board 


chairman of the Beck Engraving 
Co., Philadelphia, and a veteran 
leader in the photo-engraving in- 
dustry, died yesterday after a 
month’s illness at his summer 
home here 

Born in Philadelphia, Mr. Beck 
at an early age joined the photo- 
engraving company organized by 
his father, the late Charles W. 
Beck. In 1940, he was elected pres- 
ident and for the last three years 
has served as chairman of the 
board. 

He was active for many years 
in the National Assn. of Photo- 
Engravers, the Art Directors 
League and the Advertising Club 
of Philadelphia. 


E. L. PROCTOR 
New York, July 10—Edgar L 
Proctor, 59, art director for the! 


past 19 years of the Joe Lowe)! 
Corp., died July 5. | 
He was well known in the adver- 
tising field for his numerous con-| 
tributions to advertising campaigns | 
for Popsicle confections. A member 
of the American Society of Etchers, 
many of his etchings are in mu-| 
seums in the U.S. and Canada 
| 


C. H. FERGUSON | 
San Francisco, July 10—Charles | 
H. Ferguson, 51, vice-president | 
and Pacific Coast manager of Bat- 
ten, Barton, Durstine & Osborn 
died July 8 after a brief illness. 

Mr. Ferguson started his career | 
as a classified solicitor for the} 
Chicago Herald-Examiner and 
later was with the American 
Weekly, Curtis Publishing Co., and 
Erwin, Wasey & Co., Chicago. He | 
later worked for Cramer-Krasselt | 
Co., Milwaukee, and joined BBDO 
in its Minneapolis office in 1940. 
He was assigned to the West Coast 
operation in 1941 and became man- 
ager in 1946. 

He was former chairman of the 
Pacific Coast Council of the Amer- 
ican Assn. of Advertising Agen- 
cies and in 1950 served as v.p. 
and director of the San Francisco 
Stock Exchange Club. 


WILLIAM LANDSHEFT 

BurraLo, July 10—A. William 
Landsheft, 58, president of Land- 
sheft Inc. since he founded it 36 
years ago, died July 4 after a five-| 
month illness 

Born in this city, Mr. Landsheft 
started his career as assistant ad-| 
vertising manager of Pratt & Lam- | 
bert. Four years later, with an) 
initial investment of $500, he 
opened his own agency. His wife, 
Vera H. Landsheft, who survives 
him, is secretary-treasurer of the 
company. 


JACK HENDERSON 


Derroit, July 10—-Jack Hender- 
son, 62, Michigan advertising rep- 
resentative for Collier’s, died July 
3 at his home here. 


WILLIAM FRANELIN 

TORRINGTON, CONN., July 12— 
William C. B. Franklin, 46, station 
and sales manager of Station 
WLCR here, died yesterday. 

3efore coming here a year ago 
he had been associated with radio 
stations in Meriden, Conn., Provi- 
dence, and Syracuse. 


GEORGE WILLIAMSON 

New York, July 10—George E. 
Williamson, 73, president and 
board chairman of Strathmore Pa- 
per Co., died July 4 in Des Moines 
while on a business trip. 

A native of Worcester, Mass., he 
was graduated from Worcester 
Polytechnic Institute and started 
his business career with American 
Writing Paper Co., in Holyoke. In 
1911, he joined Strathmore in 
Springfield, Mass., as chief engi- 
neer, and was appointed assistant 
to the president in 1926. In 1928, he 


was elected treasurer of the com- 
pany and became president and 
chairman in 1946. 

He was also president of Premoid 
Products Inc., and a director of 
many New England enterprises. He 
has served as president of the 
Technical Assn. of the Pulp & Pa- 
per Industry and of the Engineer- 
ing Society of Western Mass. 


Kable Consolidates Oftices 

The Kable News Co. has con- 
solidated its offices on the 38th 
flocr at 500 Fifth Ave.. New York 
The circulation, publicity, promo- 
tion and statistical departments 
are now all located there. 


Abbott Kimball Adds Hitzig 

Michael Hitzig, formerly asso-| 
ciated with the New York Times, 
has joined Abbott Kimball Co.,| 
New York, as a member of the} 
agency's news and feature service 


| 


| staff 


Frisco Railway Runs Series 

A series of 13 two-color spreads, 
each designed to portray the im- 
portance of a specific task in 
speeding freight shipments safely 
on their way, is being run by 
Frisco Railway, St. Louis, in 
Traffic World. 


Bendix Names William Chase 


William H. Chase, formerly ad- 
vertising manager of Rudolph 
Wurlitzer Co., has been named as- 
sistant to the director of advertis- 
ing and sales promotion of Bendix 


WOW-.TV Polls Farm Audience 

Projections from a spot check 
of rural homes in the Omaha area 
indicate that one-third are TV 
set owners, according to Station 
WOW-TV. This means a potential 


Home 
Ind 


Appliances, 


South 


television audience 
23,000 farm families. 


Bend, 


of 20,000 to 


ea 
% 


“GOODWIN MOVING cSTORAG! 


; for a 


CANTON, OHIO - shopping center 


balanced 


$467,000,000 market 


we 


A Brush-Moore Newspaper 


1 99.4% home delivery | 
in the Canton City Zone 


a 


7 Nationally 
represented by Story, Brooks & Finley 


ear cards sell 


Car cards, in the words of Virgil 
\. Warren, advertising agency for 
Spokane’s Goodwin Moving and 
Storage Co., “carry the name and 
services of this company to all parts 
of the city at a minimum cost. . . . 
The results have been gratifying.” 


Zeller Sorenten & Pais 


58 Sutter Street, San Francisco 


(wan 


Ng 
Vv" 


156,000 
now live in the 


Canton City Zone 


Alb 


people 


Bees 
' 


aneon © 


Tourn sstows « 


CANTON <p 


. 
cO.umeuUs 


C.Ewe. ano 


No other newspaper 


gives merchandisable + 


coverage of this rich 
northeastern Ohio market 
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He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 

He 


Results? 


He's right: 
decisions, 
AGE's 
Market 


Place.” 


To reach the men who make the 
tell your story in ADVERTISING 
classified columns 
‘Rates are low, results are tops! 


says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a cozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


“I can’t recommend 


— the “Advertising 


Advertising Age, July 16, 1951 


THe ADVERTISING MARKET Piace [eee 


Rates: 


75¢ per line, minimum charge $3. 


Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 
ceding publication date. 


Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 


General Manager for Medical Mail Order 
Firm in Midwest State. Should know ad- 


vertising and mail order. Must be steady 

ind assume responsibility Married 

Should be life position for right party 
Box 3872, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


ADVERTISING MANAGER 

Well established Florida firm has open- 
ng for advertising manager with mer- 
handising, promotion and public relations 
*xperience, preferably in food field. Must 
lave ability to plan and follow through 
ill phases of one to two million dollar 
program. Excellent opportunity for right 
man 

Box 3878, 

200 E 


ADVERTISING AGE 
Illinois St., Chicago 11, Ill 


ADV. SALESMAN - COPYWRITER: Free 

lance to share space in small agency 
Box 3882, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


No. 4026. Food Preferences 
Young Families 
How is Heinz’s catsup 


With yvoung 


or fer 
raft’s? 


they use, how much do they pay 
for it, what brands do they like? 
Answers to these and hundreds of 
@ther specific questions about 
fod merchandising are found in 
“True Confessions Food Forum 


Report,” 


homemakers? 
French's 


offered by Fawcett 


Heations 


No 


ods 
Milwaukee Journal has pre- | 
Bered a new booklet, 
Golor Process Reproduction 


New papers,” 


sand results obtained from-—the 
newly-developed Curtis Color An- 
aly t. which is said to get better 
reproductions with three colors 
than with the conventional four 
The process eliminates the key 
(black) plate, and is said to offer 
Many other advantages, both in 
fidelity and economy 
No. 4030. Reaching South Ameri- 

can Executives 

In “Revista Rotaria for Men of 
Influence and Buying Power,” the 
magazine offers an analysis of its 
30,000 circulation among business 
executives and professional men in 
Latin America. Of interest is the 
fact that a third of the executives 
till own and operate the family 


hacienda, 
terested in 


thus 
tractor as in 


and are 


machines 


A 


stead offers a new study: “Live- 
stock Spraying and _ Dusting,” 
which covers the use of sprays 
and dusts, sprayers and dusters, in 
the tate of Iowa. Types and 
quantities of livestock, and brand 


Vo. 4031 


Livestock Care 


Wallaces’ 


Note 


mustard, 
How much margarine do| ket” is a 


of 


Do they 
or 


Pub-| ing 


4028. Newspaper Color Meth- 


Cag A 


which is largely Pro 
Voted to a description of the use of 


as much in- 
adding 


Farmer & lowa Home- 


preferences in insecticides and 


; equipment are covered. 


doing | 


| No. 4032. Getting Distribution. 
“So You Have a Product to Mar- 
new booklet offered by 
| Industrial Distribution, reviewing 
| the distributor function as part of 
the marketing picture. It contains 
facts and diagrams which should 
prove helpful to manufacturers 
who are (or should be) consider- 
marketing through distribu- 
or the strengthening of their 
present distributor setups 


tors, 


No. 4033. Successful 
Analyzed. 


In a hefty new book, 


Campaigns 


“Case His- 
| tories of Outstanding Advertising 
| Campaigns,” Daily News Record 
offers studies of some 50 different 
programs addressed to the textile 
and garment industries. In each 
case, typical advertisements are 
reproduced, and the objectives and 
accomplishments of the campaign 
discussed. It is an_ excellent 
thought-provoker and idea-starter. 


| No. 4034. Reaching the Teacher 
State Teachers Magazines Inc. 
| offers a new booklet, “My Teacher 
| Says,” in which the public school 
teacher and her influence over the 
26,000,000 children in her charge 


is discussed. Points covered in- 
clude the teacher's influence on 
consumer purchases, on school | 
purchases, and her own buying 


power 


No, 4035. Billions for New Ships. 
The present tremendous upsurge 
in marine construction is detailed 
in a new brochure, “Shipbuilding 
Market,” offered by Marine Engi- 
neering & Shipbuilding Review. Up 
134% from last year, with cargo 
ship construction scheduled at 
$350,000,000 and naval construction 
at $2,360,000,000, the market takes 


on new significance...further 
heightened by the possibility that 
it may double yet again in size 


Inquiries for the items listed above will not be serviced beyond Aug. 27. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, 


Please send me the following (insert number of each item wanted 


please print or type) 


NAME 
COMPANY 
ADDRESS 
city & ZONE 


I) 


TITLE 


STATE 


ee | 


EASTERN SALES REPRESENTATIVE 
Top-flight sales representative wanted for 
East, based New York. Leading industrial 
nonthly, carrying large eastern lineage 
and big potential for increase. The man 
we engage must have proven record as 
onsistent producer used to giving follow- 
through service, be thoroughly experi- 
enced with industrial accounts, be able 
to effectively organize time and efforts 
of self and junior salesmen. Our own em- 
ployees know of this advertisement. Re- 
plies treated in strictest confidence 

Box 3885. ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL. 


PUBLISHERS ADVERTISING REPRE- 
SENTATIVE. Excellent opportunity for 
energetic worker to represent a growing 
ndustrial magazine with broad field in 
New York territory. Give lm ex- 


perience and salary expected 
Box 3886 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR AL YPES OF POSITIONS 
GEORGE . E 
209 S. State St 


7-2063 Chicago 


Openings for circulation and advertising 


staff and managers on Pennsylvania 
newspapers. Reply to Pennsylvania News 
paper Publishers’ Association, 209 Tele 
graph Bidg., Harrisburg, Penna 


ACCOUNT EXECUTIVE 
Must have well-rounded background, 
radio and publications. Opportunity for 
creative man in medium-sized Chicago 
advertising agenc 
Box 3887, ADVERTISING AGE 
200 E. Hlinois St., Chicago 11, IL 


ADVERTISING MAN 

Sales promotion copywriter with imagi- 
nation and ability to plan and execute 
mail order, national space, point of sale 
programs. Mail order selling of books, 
subscriptions Outline personal 
completely in first letter. Midwest loca- 
tion. Replies stricty confidential. Write 

Box 3888, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POPULAR, FAST GROWING TRADE 
PAPER seeks space representatives in 
New York and Chicago markets. Inter- 
view will be arranged. Write details to 
Box 3889, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


LITHOGRAPHIC 

SALES REPRESENTATIVE 
to expansion lithographer of national 
centrally located desires to 
representative in your area 
lithographic sales experience 
| essential We have the equipment, the 
| aualits and the prices if you have the 

stomers. Equipped to produce litho- 
eraghs of any description on cardboard 
or paper from small poster stamp to 24- 
sheet poster. Write qualifications and in- 
terview will be granted 

Box 3899, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
REPRESENTATIVE WANTED 
Men for New York, Chicago, Philadelphia 
Detroit and Cleveland, to sell low priced 
fast selling color reproductions. Prefer 
men who have allied lines as P.O.P. dis 
plays, litho. State territory covered - 
length of time give two responsible 
| references 
Box 3900, 
200 E. Illinois St., 


COPYWRITER - 


Due 
prominence 
add sales 
Man with 


ADVERTISING AGE 
Chicago 11, Ill 


WE PLACE ONLY EXPERIENCED ADVERTISING 
PERSONNEL 

Our clients throughout 19 middle-western 

states demand proven advertising people. If 


you qualify, write for our data sheet. Your 
references will be c 


SALES PROMOTION 


Advertising Personnel Placement Div. 
1309 S. Detroit, Tulsa, Oklahoma 


CREATIVE ADVERTISING MAN 
A young. promotion-minded executive 
age 29, with a broad practical background 
in Advertising. Merchandising and Sales 
Promotion. Excellent personality with 
plenty of ideas and creative ability. Good 
common sense and sales sense. Adept at 
writing outstanding copy and preparing 
ads, circulars, bulletins and promotional 
literature. Presently employed by a large 
Chicago food manufacturer, but ambition 
and desire to keep climbing has made 


this ad necessary 
Salary range $6,500 to $7,500 
Box 7908, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


jand direc 


|Top Typography 


history | 


ABILITY FOR SALE 
Now assistant PR director for Texas cor- 
poration employing 2,000. Formerly exec 


mer. of an Okla. C. of C., where member- 
ship doubled in 6 months. B.A. degree, 
Journ. from Univ. of Okla. Selected out- 


standing junior in Journ. school. Current 
Pres. Texas PR Assn. Experience as farmer, 
soldier, investigator, athletic coach and 
sports ed. Best references available, includ- 
ing enthusiastic letter from present em- 


ployer. Prefer job in South or Southwest, 
but not stickler for location if opportunity 
attractive. Married, 27 and draft-exempt 
veteran. Detailed resume ready to send 


anyone offering suitable opportunity in PR, 

trade association, sales promotion or allied 

fields where experience would apply 
Box 3892, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ill. 


SPACE SALES REPRESENTATIVE 
Top-notch executive salesman in spe- 
cialty field with proven performance 
record in United States and Mexico seeks 
position as space salesman for trade jour- 


nal or business publication. Age 32. Univ 
degree. Territory —south-west 
Box 3893, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
CREATIVE SALES PROMOTION MAN 
Young man (30) with solid and varied 
company background in promotion of 
food and industrial products and prac- 
tical sales experience. Specialty is effec 
tive writing Happily married Prefers 
Chicago area. Please write for details 
Box 3394, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
If you're looking for an ad-wise 
ART DIRECTOR 
My 12 yrs. exp. as agency art director. 


layout-design artist may be your answer 
Box 3895, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ill 


4A CREATIVE LAYOUT ARTIST seeks Art| 


Director position—Southwest or West pre- 
ferred. 10 years experience on National 
and Trade accounts. Capable of executing 
g layout and finished art 


Box 9%. ADVERTISING AGE 
2% E. Illinois St.. Chicago 11, Ill 
ADVERTISING MAN available PART 
TIME! 11 yrs. experience in Prod. & Copy 
Consumer, Trade & Direct Mail. Now 
running | man agency 
Box 3897, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y. 


SPECIALIST WANTS TO RELOCATE 
and layout. Thoro exp 
letter press, offset; mag pro .bk, cat, bro, etc 
adv pro, dir mail; prod know. 22, Family 
Med town Oppty Make offer Resume 
Box 3898, ADVERTISING AGE 
11 East 47th St.. New York 17, N. ¥ 


MEXICO CITY. - Dependable, 
resentative with experience 
and salesmanship, 
important 


active rep- 
in advertising 
would like to represent 
advertising agency or manu- 


facturer. CARLOS CARRANZA, 

Bx. 1167 Mexico, D. F 
PRINTING WANTED 
PRINTING WANTED 

Rotary Printing, tabloids, color, 32 pg 
cap. Complete mailing service. Southwest 
Magazine Pub. Co., 715 Jones St Ft 
Worth, Texas 
BUSINESS SERVICE 

A SURVEY OF IDEAS showing: “Ideas 
That Help Admen ‘Sell’ Advertising To 
Top Management And Others”, available 
soon. For Index of Ideas, charge for Sur- 
vey-Report, other information, write us at 


following lowa address: Harlan R. Morris 


Surveys of Ideas, Stockport, lowa 
ow York, N. Y. 210 Sth Ave.) 
(Established 1917) 


Helps Petry Sales, 
Salesmen, TV Users 


Cuicaco, July 11—A simulated 
television device developed by 
Edward Petry & Co. last year as 
a tool for selling television films 
and commercials has found an 
extra use in enabling advertisers 
to preview their TV material un- 
der reproduction and viewing con- 
ditions comparable to home recep- 
tion. 

Simutel has been installed in the 
New York and Chicago offices of 
the TV station representative, and 
a portable unit is used in Detroit 

Sound films are projected 
through a wall aperture onto a 
| special screen housed in a TV 
| cabinet. By reflecting the projec- 
tion through a series of semi- 
transparent mirrors that soften the 
image, the illusion of television 
transmission is obtained 


In addition to facilitating sales, 
the service has attracted more 
than 150 agency and advertising 
men to the company’s Chicago of- 
fice, according to a company 
spokesman, thereby giving Petry 
salesmen a double break 


| Names Joseph Hiddleston 
Joseph Hiddleston, co-founder 
of the former Seattle agency, Hid- 
dleston, Evans & Merrill, has been 
named public information officer 
| for the Washington State Liquor 
| Control Board 


| Blackwood Appoints McConnell 
| McConnell, Eastman & Co., Mon- 
j treat, has been appointed agency 
\for the carpeting line of Black- 
| wood Morton & Sons (Canada). 
| Trade publications will be used in 
the fall. 


Publisher Buys Property 

Signs of the Times Publishing 
Co., Cincinnati, has purchased 
property at 705-711 Broadway. 


‘ 


Agency Principals 
Please Note: 


PUBLISHERS REPRESENTATIVES 


AGGRESSIVE, HIGHLY SUCCESSFUL 


publishing company can do top space sell- 


ing job for your trade journal or maga 

zine in profitable Upper Midwest area 

Headquarter Minneapolis. Write details to 
Box 3890, ADVERTISING AGE 
200 E. Hlinois St., Chicago 11, Ill 


BUSINESS OPPORTUNITIES 


OFFSET OPPORTUNITY 


A lithographic organization desiring 
sales expansion is interested in forming 
a mutually beneficial arrangement with 


an advertising agency or account execu- 
tive controlling a sizable amount of off 
set and letterpress printing 

Box 3879, ADVERTISING AGE 


11 East 47th St.. New York 17, N 


AN ESTABLISHED DEALER PUBLICA- 
TION AVAILABL Now completing its 
fourth year of publication, 
a growing field. Proper 
develop into profitable 
present publisher cannot give sufficient 
time to develop. Write for details. 

Box 3891, ADVERTISING AGE 

200 E. Llinois St., Chicago 11, Ill 


exclusive in 
supervision can 
operation, but 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan. 
We have complete list of stations and 
other a telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


SHIRT-SLEEVED 
ADVERTISING EXECUTIVE 


Seasoned administrator with unusual 
creative and sales promotion back- 
ground. Capable of shouldering com- 
plete responsibility in a fast-moving 
consumer goods organization or on an 
agency problem account. Especially 
proficient in buttoning up sound dis- 
tributor-dealer promotion programs. 23 
years as account man, copy-writer and 
advertising manager, with leading 
agencies and national advertisers. Write 
for details, Box 7910, ADVERTISING 
AGE, 200 East Illinois St.. Chicago 11, 
Il 


SPACE SALESMAN’S OPPORTUNITY 


Chicago trade publisher has attractive 
opening for young space salesman, be- 
tween 25 and 35, to work in Eastern Ter- 
ritory out of New York office on two 
well-established publications. The better 
the man, the better the opportunity. Our 
organization knows of this advertisement 
| Write giving history. Box 7909, Adver- 
| tising Age, 11 East 47th Street. New York 
17, New York 


| 


GET IN ON THE GROUND FLOOR 


Here's a wonderful opportunity 
experienced trade paper 
salesman to build a 
advertising in an up-and-coming trade 
paper. Will work directly with an old. 
established publisher out of Chicago of- 
fice. Start soon as possible. Call De 2-2628 
for appointment (Chicago) 


for an 
(non-technical } 
future by building 
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Advertising Age, July 16, 1951 


Second Study on Readership of 


and ‘Macleans’ Issued by Maclean-Hunter 


Toronto, July 11—Maclean- 
Hunter Publishing Co. has issued 
results of the second study made 
among readers of two of its pub- 
lications—Chatelaine and Mac- 
lean’s Magazine—in an effort to 
determine how magazines are read. 

The first Maclean study, which 
was experimental in nature, was 
made early in 1950 and was based 
on only 69 completed interviews 
(AA, July 31, 50). The current 
study is based on 1,100 completed 
interviews 

In the experimental study the 
questions asked assumed a com-| 
plete reading of the magazine, 
whereas in this study, with the} 
field work being based on specific 
issues of the magazines, it was! 
found that only 41% had com- | 
pleted reading the issues. 


; ted to 
@ Only six questions were asked! public 


in the present study: 


serves in an advisory 


any turnover at all. 

At the conclusion of its study, 
Maclean-Hunter stresses the im- 
portance of the answer to this last 
question in terms of more reader 
traffic and more advertising im- 
pressions. 

Findings of the study were simi- 
lar to those in the experimental 
study, despite the greatly increased 
sample, the publishing company 
said. There were differences in 
percentage figures, but the relative 
positions of the various items were 
not changed. 

The study was conducted for 
Maclean-Hunter by Gruneau Re- 
search Ltd. 


Fleisher to Ad Council 


| York 
named assistant to Samuel Samp-| 


‘Chatelaine’ | Wisconsin Legalizes TV 


and Radio Giveaway Shows 


Giveaway programs on radio 
and television are again legal in 
Wisconsin following passage of a 
state law to that effect. The attor- 
ney general's office had ruled last 
year that the programs were lot- 
teries in violation of the state's 
anti-gambling laws, and the pro- 
grams were eliminated from the 
schedules of Wisconsin radio and 
TV stations (AA, Oct, 23, 1950). 


Swank Names Heller, Press 
Maurice L. Heller, v.p. of Swank 
Inc., Attleboro, Mass., has assumed 
direction of the company’s West 
Coast sales. Thomas Press, New 
district manager, has been 


son, New York v.p. He will con- 


tinue as New York district mana- | 


ger and also will assist 
vision of sales. 


in super- 


Henry C. Fleisher, publicity di- | Connett to Hewitt. Ogilvy 
| rector of the CIO, has been appoin- 


policy committee, 


capacity to 


1. How did you go about reading | the council’s board of directors. 


this issue when you picked it up| 
for the first time? 

The great majority (69%) said 
that they leafed through the issue, | 
noting articles and stories of in- 


terest. More than 12% said they 
selected an interesting article or | 
story from the table of contents, | 


and 10% said they read one partic- 
ular department first and then 
leafed through the issue. 

2. Did you pick up this issue for | 
reading again after the first time? | 

More than 65% said they picked 
up the issue again, while 29% said 
they picked up the issue only once. 


e@ 3. (Asked only if answer to 
previous question was “yes.” ) What 
did you do when you picked up the 
issue a second time? 

More than 40% of those picking 
up the magazine for the second 
time said they leafed through, not- 
ing articles and stories to be read; 
nearly 29% reported turning to an 
article or story previously noted, 
while 11% selected something to 
read from the table of contents. 

4. About how often, altogether, 
did you pick up this issue? 

The breakdown of answers 


on 
this question was: picked up only 
once, 34.7%; picked up twice, 
13.9%; three times, 19.6%; four 
times, 16.5% ; five times, 6.7% ; six 
times, 5.5%, and more than six 
times, 3.1% 


5. Have you completed reading 
this issue, or is it likely that you 
will pick it up again? 

Thirty-nine per cent said they 
were likely to pick up the issue 
again; 41% said they had finished | 
reading it, and 20% weren't sure 
whether or not they would pick up| 
the issue again. | 

| 


s 6. Do you usually read all or 
part of the turnover of articles and 
stories? 

More than 85% 
all or part of the 
remainder said they 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— | 


AND STILL GROWING! 


Negro income up, employment up, pur- 
chasing wer up — and they're still 
rising! o market is big business 
— and getting bigger every day! 15 mil-| 
lion American Negroes must eat, drink, 
clothe themselves; spend $15 billion on) 
things you sell. the Negro market — | 
the way Gey wont to be sold — through | 
their own ce publications, the news- 

papers and magazines they welcome into. 
their homes and hearts. Negroes are loyal | 
to their own publications — they buy the 
things they see advertised there; ey'll 
buy a gh ‘product when they see it ad- 
vertised the Don't let your share 
of this + $15 t billion slip away! Ad- 
vertisin, ort pays off big in the Negro 
ress! For full details write Interstate 

Inited Newspapers, 545 Fifth Ave., N. Y., 
serving America's leading advertisers for 
over a decade. 


ONE EXAMPLE: for o pubiication that 
sells the cream of this rich market, you can't 
beat the New Courier—read by 1,500,000 Negroes 

in 42 states each week. Color comics, magazine 

section, and news — i 1 make it Ameri- 
ca’s most the 
Negro—you'll sell the Negro! Act now! 


the Advertising Council’s, McCann-Erickson, 
which | Hewitt, 


Eugene Connett, formerly with 
has joined 
Benson & Mather, 


an account execu- 


Ogilvy, 
New York, 
tive. 


as 


Write for Circular AA-7. 


posters, 
fluorescent posters, 
ment reprodu 
moves in sequ 
tracts attention, holds 
your product message 

‘ pact and portable 
or film; he 
dows and 

Fluorescent 


retail 


upon 

lighting 
even-lighted messages. 
tion, long life, low priced for volume use. 


DISPLAY 


HOLDS INTEREST-SELLS 


photo-gelatin prints, 
magazine 
bach 
e. ADmaster action at- 
interest, 
clinches the sale! 
no optical system 
| for day-lighted w 
store 
assures 
Fool-proof opera- 


ADmaster 
phutomatic 


ADimaster is cle “l to the needs of 
advertisers. Accommodates from 6 to 18 
separate standard 8” x 10° photographs, 


Black-L ite 


advertise. 


nessage 


delivers 


counters 
brill {, 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Iilinois 


Here’s Your Symbol of Excellence in Jewelry 


And Here’s Your 
Symbol of Excellence 
in Fine — - 


packaging and specialty papers 


Ceaseless research, prime 


materials and matchless 


craftsmanship are the 


essence of excellence in 


them 


cLaurin-Jones printing, 


excellence that makes 


the choice of the 


printing and packaging 
industries for profitable 


performance. 


MAIN LOBBY, BARCLAY HOTEL NEW YORK CiTy 


Among the wide range of McLaurin- 


Jones papers, famed for their ex- 
cellence, are: Waretone, mirror- 
finish coated paper for printing, 
label, box vering, cover and 


postcerd work. Guaranteed Flat 
Gummed Papers for labels, seals 
and stickers. Old Tavern Gold and 
Platinum Metallics for labels, box 
work ond printed pieces. Relyon 
Reproduction Paper for the print- 
ing trade. A full line of Sealing 
Tapes, Stays, and Gummed Cam- 
brics for boxes, cartons, and 
containers. 


LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND CUMMINGS — 


TECHNICAL, INDUSTRIAL 


SPECIFICATION AND CHART PAPERS 


McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 


McLAURIN-JONES COMPANY 


BROOKFIELD, MASSACHUSETTS 


Offices: New York - Chicago - Los Angeles 
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i —s [t's Simple as A-B-Cs 
MORE READERS MEAN 
| MORE BUYERS and 
MORE SOUTHERN 
: RURAL FAMILIES 
| READ FARM and RANCH- 
| SOUTHERN AGRICULTURIST 
| THAN ANY OTHER MAGAZINE 


3 q CIRCULATION GUARANTEE 
| SHOPPING GUIDE FOR 1,290,000 
if 1,290,000 SOUTHERN FAMILIES... County hy County v Farm and Ranch- 


Farm and Ranch-Southern Agriculturist re- 


ceived over 700,000 letters from readers in Southern Agriculturist 


1950—85% dealing with women’s activities. 


Proof positive that Farm and Ranch-South- ° Saturates the Southern rural market adhe ; 
ern Agriculturist is read by the women who e And its circulation parallels the distribution of farm income 
hold the purse-strings and do the shopping in each of the 15 Southern States... 


for the South! That’s why the products you : : 
cimt Shastheie mepanth dar oma bar Ween ond e Reaching a greater total purchasing power in the rural South 


Ranch-Southern Agriculturist! than any other magazine. 

To increase your sales...make it easier for your dis- 
tributors, wholesalers and retailers...don’t be satis- 
fied with second-best—get the best coverage of the 
Southern and Southwestern farm and ranch market. 
Write, wire or phone for the number of Farm and 
Ranch-Southern Agriculturist subscribers in any 
Southern or Southwestern county. Compare these fig- 
ures with the second farm publication—and you'll be 
convinced! 


New Yark 1 
«122 E. 42nd St. 


SOUTHERN - 


t om ' Telephone: 42-5511 Dearborn 2-5182 
thay 


A RI se 
a | 
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: 3 es ee )h)hl| | 
ARM »»» AN CH ee Ion Forsyth Bldg. . 20272 Young St. | 
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; ae } ir chicago 1 ——=SSS—~S«Sipson-Reily, Ltd. ——_Simpson-Reilly, Ltd. 7 
fia S18 hares ood CORE aE inn dg. #1 atl Fw | 

: ome ACE Nashville 10, Tenn, === 333. N. Michigan Ave. 1799 W. 8th St. 703 Market St. 
— ——DUnkirk 8-1179 Douglas 2.4994 | 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


One-Time TV Splash Pays Off 
for Red Cross Shoe Despite $120,000 Cost 


On March 4, U.S. Shoe Corp. spent 
$120,000 for six minutes of television com- 
mercials boosting the company’s Red 
Cross shoes. 

The result? 

1. Sales of Red Cross shoes to dealers 
this season exceed sales for any previous 
spring season by 8-10%. 

2. Consumer reaction to the special 
promotion was outstanding. 

3. Dealer tie-in newspaper advertising 
broke all records by hitting the 1,000,000- 
line mark—25% more than the largest 
month recorded till that time. More than 
100 dealers purchased tie-in radio and 
TV spots. Three retailers who volunteered 
figures on tie-in promotion expenditures 
together spent more than $10,000 

4. Despite the fact that there are more 
than 3,000 brands of women’s footwear, 
retailers across the country devoted more 
than 1,000 windows to Red Cross shoes. 


@ Repetition and constant advertising are 
watchwords to many consumer adver- 
tisers. But U.S. Shoe Corp. heaved the 
standard formulas out the window, went 
all-out for one spectacular promotional 
splurge and liked the results so well that 
it is planning to run a similar promotion 
this fall. 

The $120,000 expenditure bought more 
than just six minutes of commercial time, 
of course. It bought a special one-hour 
show (in time relinquished for the occa- 
sion by Philco) in almost all TV markets. 
And it paid for the show package, time, 
kinescope, commercials and all advertis- 
ing and merchandising materials. 

But there is still a great deal of specu- 
lation over why the largest manufacturer 
of a single brand of women’s footwear 
(more than 4,000,000 pairs a year) de- 


cided to put so many of its eggs in one 
promotional basket. 


e U.S. Shoe Corp. gives full credit for 
conceiving and executing the promotional 
idea to the Red Cross shoe agency, Stock- 
ton-West-Burkhart. Stockton-West exec- 
utives, in turn, explain the decision in 
terms of the market situation. 

Although Red Cross shoe, with 4,000,- 
000 pairs a year, is the sales leader, the 
total volume accounts for only 242% of 
all women’s shoes sold. This compara- 
tively small share of market primarily is 
a result of the historic distribution pat- 
tern in the women’s apparel industry- 
the fact that retailers seek exclusive dis- 
tribution of a brand in a market. 

Because of this limited distribution 
factor, women’s shoe inanufacturers gen- 
erally have not made extensive use of 
national consumer media. Of the more 
than 3,000 brands, only a comparative 
handful are backed by annual advertising 
investments of more than $100,000. 


e In addition, the problems of highly 
seasonal selling and the factor of con- 
stantly changing fashion styles have 
tended to force industry advertising into 
a promotional pattern. 

While U.S. Shoe Corp. previously had 
employed promotional events successfully, 
the March 4 extravaganza was budgeted 
at more than twice the appropriation ever 
before devoted to a promotion. 

As the agency saw it, a spectacular, one- 
hour, one-shot television show offered 
the client three advantages: 

1. The opportunity to reach more wo- 
men in key markets, with greater impact, 
at less cost per woman. 

2. The opportunity to stage a bigger, 


TWO OF THE GALAXY OF STARS—Robert McDowell, director of Stockton-West-Burkhart 
(left), and Charles H. Butler, advertising manager of U. S. Shoe Corp., were more 
than casually interested in the television extravaganza which the agency used as the 
centerpiece for the Red Cross shoe spring promotion. Here, the camera caught them 
chatting with Valerie Bettis (left) and Vera Zorina, two of the program’s stars, 
during a break in the proceedings. 


The Creative Man Spots a Winner 


‘Everybody's Doing It’ 


M-65 Order—An Opportunity 


Help Beginners in Advertising 


WINDOWS? 1,000 OF THEM—Despite the fact that more than 3,000 brands of women’s foot- 
wear compete for window display positions in the nation’s retail shoe stores, U.S. 
Shoe Corp.’s spectacular spring television promotion material persuaded more than 


1,000 shoe retailers to devote windows to Red Cross shoes 


Philesn TV sets (Phileo 


relinquished the TV time) received a hefty boost via tie-ins 


more impressive, more merchandisable 
event. 

3. The opportunity to demonstrate to 
the trade the aggressive sales approach 
employed by the maker of Red Cross 
shoes. 


@ The client okayed the idea. With the 
okay in hand, all that was needed was a 
television show, a time spot and material 
for use by salesmen in merchandising 
their promotion to the trade during sell- 
ing trips, which preceded the scheduled 
date (March 4) by five months. 

Everyone connected with the account 
had a hand in solving the problems pre- 
sented by the promotion plan. Dick Dunn, 
head of the agency’s New York television 
department, developed a number of show 
ideas, one of which, a special 25th anni- 
versary tribute to composer Richard Rod- 
gers (originally suggested by program 
packager Henry Souvaine) seemed to 
have all desired ingredients. It offered 
celebrities, music with broad popular ap- 
peal, a logical special event, glamor, in- 
terest and prestige. 

Ran West, vice-president in charge of 
copy, gave it the title, “America Applauds 
an Evening for Richard Rodgers,” so that 
tie-in material on Red Cross shoes could 
be built around the “America applauds” 
idea. 


e As for the time spot, it obviously was 
impossible to clear a one-hour slot on 
March 4 in all 63 TV markets without 
persuading some advertiser to give up a 
time spot. Advertisers are not easily per- 
suaded to give up a one-hour spot, even 
for a special show designed as the key- 
stone for pre-Easter promotion. 

But Harry Robinson, Red Cross shoe 
account executive, suggested that Red 
Cross might be able to persuade Philco 
to turn over its program time to U.S 
Shoe Corp. if the latter company would 
agree to ship 25 Philco TV sets to Army 
hospitals throughout the country as a 
tribute to Richard Rodgers on the occa- 
sion of his 25th anniversary in show busi- 
ness, The presentations could be made in 
public ceremonies, in which both the local 
Red Cross shoe retailer and the Philco dis- 
tributor participated. 

Mr. Robinson was correct. Philco was 


persuaded 

As it worked out, the Philco hour g@ve 
Red Cross shoes clearance on 58 statiahs, 
while Philco saved enough money jto 
sponsor the Milton Berle show on Easter 
without increasing its over-all budget, did 
also received the publicity attending the 
presentation of Philco sets (plus the beffe- 
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RED CROSS SHOE PRESENTS—Typical of the 
newspaper copy boosting U. S. Shoe 
Corp.’s pre-Easter show on television is 
this page ad which appeared in Chicago 
Promotion made 
through Stockton-West-Burkhart, which 
handles the Red Cross shoe account 


papers plans were 


fits of joint Red Cross shoe-Philco retail 
displays). 


e After lining up remaining markets, 
U.S. Shoe Corp. wound up with a poten- 
tial audience of 15,000,000 homes and, 
finally, a national Videodex rating of 39.6 
for the show, which reached markets re- 
sponsible for more than 70% of total Red 
Cross shoe sales 

Although Stockton-West-Burkhart was 
unable to prepare a detailed outline of the 
promotion for salesmen to use in their 
selling trips, they roughed out the general 
plan in a dramatic portfolio and kept 
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dealer interest whetted through a series 
of mailings, which carried additional in- 
formation, announcements, broadsides, etc. 

The dealer merchandising and promo- 
tion kits (one for dealers in TV areas 
and one for retailers in non-TV markets) 
contained mats, window suggestions, post- 
ers, time cards, lapel buttons, package 
inserts, spot announcements and publicity 
releases and photos. 


@ The result, as mentioned above, was 
the answer to an advertising manager's 
dream. Almost major retail and 
most smaller Red Cross shoe accounts co- 
operated in all phases of the promotion. 


every 


Tips for the Production Man... 


And while the company feels it is im- 
possible to give the TV show full credit 
for the 8-10% spring sales increase, ex- 
ecutives give the promotion a large share 
of credit for the final result. 

Charlie Butler, advertising and mer- 
chandising manager for Red Cross shoes, 
likes television. “We're very conscious of 
the need to continue our printed promo- 
tions as big or bigger than ever,” he in- 
sists, but there is a gleam in his eye when 
he says that, “having sean and felt the 
power of television, we are definitely 
planning to continue to use it in a major 
way. We know you can’t win tomorrow's 
ball game with yesterday’s home run.” 


M-65 Order Presents an Opportunity 


. By Kennetu B. BuTLer 


“Get, busy and get rid of your unused 
and obsolete printing plates” is the es- 
sence of the new M-65 order of the Na- 
tional Production Authority, in order to 
conserve the nation’s supply of critical 
Metals 

Plates (zinc, copper, electrotype, stere- 
®iype) must be recovered and delivered 
to a scrap metal dealer if they have been 
Standing and unused for one year (except 
in the case of book printing) unless it is 
Specifically known that there is a future 
se for them 
| This looks like work—and it is—but it 
is also an opportunity to clear storage 
Space as well as to perform a patriotic 
duty Plates have a way of accumulating. 
Out of sight is out of mind, like things 
Stored away in attics and barns. 

: 

®& The new metal conservation order pre- 
éents an opportunity to the adman to re- 
View the bidding... to take stock of just 
What he has that is usable. 

So often new plates are needlessly pur- 
@hased when an old one exists, in good 
@ondition, that would fill the requirement 


Salesense in Advertising... 


perfectly if the advertiser but realized 
he had it. 

In order to comply with the order, all 
engraving plates and electros should be 
proofed up, the future need for each plate 
appraised, and kill orders given on those 
which are obsolete. The proofs of those 
adjudged useful should be indexed and 


filed for future reference. 


a Some offices utilize light periods of 
some of their workmen to accomplish the 
task of separating plates from the mount- 
ing blocks before sending them off to 
the scrap dealer. The reclaimed metal 
value is worth the time spent. 

Plates mounted with nails can be loos- 
ened easily for removal by banging them 
block-down on a slab of steel, stone, or 
concrete. Be sure to remove and separate 
the nails. 

Plates mounted with adhesive should 
be placed metal-side down on a hot plate. 
When the adhesive softens, pry off witha 
putty knife. 

Separate containers should be used for 
zine, copper and electrotypes. 


There's Sales Persuasion 


in the ‘Everybody's Doing It Idea 


By JAMes D. Woo.r 

The creed that most people tend to ape 
their betters is one that is generally ac- 
cepted by the advertising fraternity. 

Our “betters,” in the sense meant here, 
are favored individuals who 
richer than we are, or 
more successful in 
their trade or profes- 


those are 


sion, or more glamor- 
ous, or more important 
socially, or what not 
Thus 
vertising a 
color photograph of 
Thomas B. Freeman, a 
Man of Distinction, en- 
joying a Lord Calvert 
highball in his luxurious Arizona patio. 
We see lovely Lisa Kirk, Broadway sing- 
ing star, telling us why she changed to 


we see in ad- 
beautiful 


Jim Woolf 


Camels. We see gorgeous movie stars 
ascribing their enchanting complexions to 
Lux 


It is commonly believed that the craze 


for slacks was given its original impetus 
by Marlene Dietrich. And the decline and 
fall of men’s underwear tops is said to 
be the direct result of the revelation, in 
the smash-hit “It Happened One Night,” 
that Clark Gable clothed his manly torso 
in no such sissy garment. 

There is no doubt at all that the conduct 
of “our betters” enthralls and enslaves us 
no end. 


@ As against this, there seems to be a 
notion here and there that many people 
are influenced by the conduct of the low- 
er levels of the hoi polloi. I cannot vouch 
for the truth of it, but I have often heard 
it said that the spinach industry is in 
debt to Popeye, an unappetizing bum. And 
we see Cream of Wheat, a fine quality 
product, seeking to build prestige and 
consumer demand with the antics of Li'l 
Abner, an uncouth and poverty-stricken 
hillbilly of the first water. A ragged and 
dirty tramp was for many years identified 
with Blue Jay corn pads. I am a little 


re 
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pristine state. 
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advertising itself. 


trial of its contents—will show Four 
than many other whiskies 


out the first. 


But advertising always reflecting 


Seow oooce 


astonished that we haven't yet witnessed 
a cigaret or a whisky blend featuring 
testimonials by Frank Costello and Joe 
Adonis. 


@ Personally, I do not think endorse- 
ments by bums and loafers, no matter 
how amusing they may be, are worth 
much in advertising. But I do think that 
mass endorsement, as opposed to endorse- 
ment by distinguished individuals, has 
interesting possibilities. 

I believe most people are influenced to 
buy something or do something once they 
get the idea that “everybody's doing it.” 
It appears to me that the great popularity 
of Canasta, for example, is due largely 
to the fact that it is “the thing to do”; in 
other words, “everybody is doing it.” I 
have no opinion on what started among 
males the present idiotic craze for flam- 
boyant neckties, but I have no doubt 
that otherwise conservative men 
capitulating in droves because 
body’s doing it.” 

I cannot recall at this moment any out- 
standing campaigns of advertising that 
have made dramatic use of the “mass en- 
dorsement” theme. Coca-Cola advertising, 


are 
“every- 


The Creative Mans Corner 


No better indication of the value of 
power in a good old-fashioned trademark—could be given than this Four 
Roses ad. An ad without the physical presence of the product, in use or in its 


This ad brings to mind the various ways in which advertising works. First, 
of course, in the creation of an immediate sale 
presentation of the product’s advantages. Second, through familiarity 


its name—so that, when it is seen at the point of sale, a buyer says, “Oh, ves 
—I’ve heard of it.” And third, and most subtly, by a consistent aura of qual- 
ity built around the product—a quality transmitted by the excellence of the 


Four Roses advertising hardly fits into the first category—and, in The 
Corner’s opinion, never has. Instead, its strategy has been to build slowiy, 
patiently, an acceptance of a brand. An inspection of its back label—even a 
Roses to be no better, and no worse, 
Packaged without a label—or with another label 
—it might experience difficulty in being bought the second time. Or singled 


the 
has invested the Four Roses label with a value beyond rubies. Not only does 
the agency deserve credit for the creation of such advertising, but the ad- 
vertiser for the wisdom to stick with it over the years 


PPL LLL LLL LILLIE ELL LLL et cee 


consistency in advertising—and the 


through the plain and simple 
with 


weer rer rr errr rr rrr rrr rrrrrer 


best in taste and craftsmanship 


of course, puts the idea 
spelling it out. Wealthy and glamorous 
“people of distinction” have rarely or 
never been played up; the May color 
cover portrays a handsome taxi driver 
refreshing himself with a bottle of Coke, 
and the June cover captures our eye with 
a freckled youngster in a baseball uni- 
form. Another recent ad featured a sharp- 
looking worker cooling off with a Coke 
while the noon whistle blew 


over without 


@ While Coca-Cola makes no direct men- 
tion of the fact that “everybody's doing 
it,” its endless series of ads portraying 
ordinary but attractive people in all walks 
of life puts over the idea that drinking a 
Coke is the “thing to do.” 

7-Up, in my opinion, very effectively 
employs the same strategy. No testimoni- 
als by glamorous people have ever been 
used. 7-Up’s theme, “The All-Family 
Drink,” is illustrated by color photographs 
of ordinary, everyday American families 
—pop, mom, grandpa, grandma, and the 
kids picnicking by a babbling brook or 
playing table tennis in the basement while 
the family dog looks on. A succession of 
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these ads over a period of time can hardly 
fail to suggest the idea that “everybody's 
doing it.” 

This “the thing to do” strategy is not 
necessarily more effective or less effective 
than the “Man of Distinction” endorse- 
ment procedure. Both have demonstrated 
their ability to sell merchandise. But I 
think it is possible that we in advertising 
have employed testimonials by distin- 


Employe Communications... 


guished persons to an extent that is per- 
haps putting a strain on the credulity of 
even the most naive of our citizenry. 

We'll continue to employ testimonials 
of the favored few in the future, and, if 
it’s held within decent bounds, I am for 
it. But let’s not forget the great tendency 
of all human beings to follow the crowd 
Perhaps there are possibilities in this 
direction as yet unexplored. 


Employe-Community Cooperation 
Can Lick the Stream Pollution Problem 


By Rosert Newcoms and Marc SaMMoNsS 


The bass are biting again, and the fish- 
ermen are once more rising in their an- 
nual wrath to condemn stream pollution 
which compels them to go to distant pools, 
far from industria] plants. 

For years communities plagued by the 
pollution of their streams heard few 
words of assurance from the companies 
that caused it. What a great segment of 
the public failed to realize was that the 
companies, through their research de- 
partments, in many cases were earnestly 
doing their darndest to find a solution. 
Solutions were hard to locate, and were 
costly when they were found. The great 
error, so far as the offenders were con- 
cerned, lay in saying nothing about it of 
any value or importance. 


@ Some years ago the vast Weyerhaeuser 
Timber Co. went after the baffling prob- 
lem of stream pollution caused by 
“liquors” passed off in the pulping pro- 
cess in its great western mills. The effort 
was sincere and continuous, and the 
problem was in itself staggering. At its 
Longview, Wash., mill not long ago it 
came up with the answer: In non-tech- 
nical terms, it is a process which re-uses 
the liquors that once caused the pollu- 
tion. Now nothing goes into the streams 
except the hooks and lines of fishermen 

At Waynesboro, Va., what is known as 
South River became polluted over the 
years through improper sewage disposal 
by the city, and industrial wastes from 
community factories. One of the com- 
panies that tore into the problem was Du 
Pont—its acetate plant is located at 
Waynesboro. In five years river pollu- 
tion has been reduced 70%, due in large 
part to Du Pont’s unceasing vigilance in 
the matter and the cooperation of the 
community as a whole 


G. D. Crain Jr. Says... 


Help Beginners 


Many national and local advertising 
organizations are making an earnest ef- 
fort to help young people get started in 
this business in the right way. The Four 
A’s examinations have been well re- 
ceived, and are indicating to many as- 
pirants for agency jobs what part of this 
activity they should be able to fit into. 

The Women’s Advertising Club of Chi- 
cago won the club achievement award 
presented at the annual convention of the 
Advertising Federation of America in St. 
Louis recently for a very interesting and 
practical color slide film “Do You Belong 
in Advertising?” on the vocational as- 
pects of the advertising business. It will 


provide real guidance for many (AA, 
June 11). 
Still another effort along this line 


At Pearl River, N. Y., the Lederle Lab- 
oratories division of American Cyanamid 
Co. has evidently been responsible for 
some unpleasant odors. Fortunately the 
company recognized it and set up an 
“Odor Fact-Finding Committee”—the first 
we've run across, by the way—and a 
large-scale plan of odor elimination is 
being sought. Some improvements have 
been effected, but the committee and sev- 
eral other departments are still hard at 
work to lick the whole problem. 


s To be an acceptable nuisance is a dif- 
ficult and often a heart-breaking chore. 
But where community good will is in- 
volved (and it’s hard to imagine any sit- 
uation where it isn’t involved), then the 
best first step after deciding to do some- 
thing about it is to tell the people you 
are going to do something about it. Be- 
gin, by all means, with your own em- 
ployes. The three companies mentioned 
here took the story to their own em- 


‘ployes, got the employes to understand, 


started them thinking about it, too. At 
Waynesboro, Du Pont issues one of its 
40-odd plant papers—this one is “Ace- 
tate News”—and it recently dealt with the 
newest development in the stream pollu- 
tion story. If employes are kept posted on 
developments, they are inclined to pass 
the word along. Lederle did the same 
thing, in the “Lederle Chevron,” a month- 
ly magazine for Pearl River employes. The 
article let employes know that (a) the 
company has an odor problem, and (b) 
it was working hard to straighten it out. 

Employes are any company’s best am- 
bassadors, or worst. It all depends on 
what sort of company it is. If employes 
believe in the company, believe in what 
it is trying to do, they are more apt to 
help than hinder 


in Advertising 

which has attracted favorable comment 
is a booklet, “The Advertising Business,” 
just published by the Adcraft Club of 
Detroit. Written by Dr. Albert D. Conkey, 
and put out under the direction of the 
committee on education of the club, 
headed by Roy C. Husbands, of Woman’s 
Home Companion, it does a good job in 
dissipating some of the false glamor as- 
sociated with the business, and in sug- 
gesting both the opportunities and the re- 
quirements of the various categories of 
jobs in advertising. 

The booklet explains the function of 
advertising in the economy and how it 
works to speed the distribution process. 
Some of its comments on these subjects 
are worth quoting. Advertising is de- 


fined as “the means of bringing together 


the uses built into a product and the 
needs of the consumer which those uses 
satisfy.” And again, “Machines brought 
us mass production. Advertising gives us 
mass demand.” 


@ While there are no exact statistics on 
the number of people employed in all de- 
partments of advertising, this booklet esti- 
mates it at 100,000, and suggests that 
there are openings for about 5,000 new- 
comers each year. Employment opportuni- 
ties are broken down by types of work, 
with a discussion of the special qualifica- 
tions for each job. 

Selling, copywriting, art, public rela- 
tions and publicity, client contact, mer- 
chandising research and analysis, space 
and time buying, production and admin- 
istration are some of the classifications 
of employment discussed and explained. 


The Eye and Ear Department... 
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A whole section deals with where to 
look for advertising jobs, and emphasis 
is placed on the value of starting in the 
retail field and learning as much as pos- 
sible about selling and how and why 
customers buy. 

The booklet is notable for its frank 
statement of facts, intended to correct 
the impression that all- advertising men 
are highly paid, and that most of their 
time is spent in the company of fascinat- 
ing people. But it is emphasized that the 
average of compensation tends to be 
higher than for most other businesses 


es “The Advertising Business” ought to 
start a lot of beginners on their way with 
a practical understanding of the job 
classifications in advertising, as well as 
the qualifications that are necessary to 
success in an unusually demanding field. 


How Does It Happen? 


If you seem to be having trouble with 
the NBC-TV channel on Saturday nights 
between 10 and 10:30, don’t send for 
your repairman—it's just the “Doodles 
Weaver Show.” 

Doodles used to be 
with Spike Jones. He 
also looks like a cross 
between Burgess Mere- 
dith and Danny Kaye, 
but there the resem- 
blance absolutely ends. 


This reviewer once 
observed that Mrs. 
Roosevelt uses her 


arms like railroad sem- 
aphores. Doodles uses 
his hands like two loose television anten- 
nas in a windstorm. 


Doodles Weaver 


Most variety shows—and the “Doodles 
Weaver Show” is presumably one—open 
with a few minutes of the comediah’s 
telling you what happened to him on the 
way to the studio. The “Doodles Weayer 
Show” opens likewise—except that, in- 
stead of having a comedian do this stint, 
Doodles does it. Most comedians gre 
called “comics.” Doodles might be called 
tragic 

Marion Colby sings and the Hot Spets 
dance, but these performances arep’t 
quite enough to save the “Doodles Weaver 
Show” from what can only be described 
as a fate worse than death. 

For some inexplicable reason, the fitst 
half of the show is sponsored by Lygol 
and Etiquet. For a completely explicable 
reason the second half of the show is u- 
sponsored 


Mail Order and Direct Mail Clinic... 


How fo Select Items That Sell by Mail 


By Wuirr NortumMore Scuutrz 


“How do you select items that sell by 
mail?” 

Over 2,000 men and women, interested 
in going into the mail order business, 
have asked me that question in the last 
12 months. 

My answer? 

Whatever can be sold can be sold by 
mail! 

Not long ago one of my friends bought 
a fire escape by mail. And I understand 
one of America's leading mail order firms 
is still considering selling autos by mail! 


@ When folks buy by mail they needn't: 

1. Get dressed up. 

2. Look for a baby sitter 

3. Hunt for a place to park. (A grow- 
ing problem, by the way.) 

4. Worry about banging up their fend- 
ers. 

Instead, they can: 

1. Relax and shop from their favorite 
chair. 

2. Think over indefinitely each item 
they may wish to buy... without an im- 


patient sales person tapping her foot and 
rushing them. 

3. Change their minds as often as they 
wish—nobody will bother them. 

When folks buy by mail they're letting 


a 3¢ stamp shop for them—and never un- 
derestimate the power of a 3¢ stamp! 

Old Uncle Sam has thousands of mail- 
men helping people shop by mail. And 
each of these mai! experts is trained to 
help those who sell their merchandise 
by ail 

Selecting items isn't easy ... and there's 
a great deal of guesswork involved 

Picking items requires uncommon com- 
mon sense and a knowledge of what 
folks need and want at a price they'll be 
willing to pay at a certain ime 

Here are some good questions to ask 
yourself when you're trying to select po- 
tential mail order sellers: 

1. Is it new? Unusual? 

2. Is it made well? Guaranteed? A val- 
ue? 

3. Does it fill a real need’ 

4. Is it easy to ship by mail or by 
freight? That is, is it not easily break- 
able? 

5. Finally, can you buy the item from 
the wholesaler at 50% off the list price? 
(That is, if the item retails for $1, can 
you buy it for 50¢7) 

Ask yourself these questions about the 
item you're planning to promote by mail 
They'll help guide you in product selec- 
tion. 
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Option Time Shows AM Nets Still 
Struggling to Line Up Advertisers 


3y MAuRINE CHRISTOPHER 
New York, July 10—Option 
time has always been a trying pe- 
riod for broadcasters. 
These 


creasingly so as 


becoming in- 


s, vacil- 


days it 
advertiser 


lating between the’ growing 
strength of television in major 
population centers and the com- 
parative economy of radio, weigh 


carefully the problem of how they 


will spend their dollars 

As long as TV is confined to 
63 markets and radio is, for prac- 
tical purposes, literally every-| 
where in this country, general- 
ities in the way of trends can be 
quite misleading. On the other 
hand, specifics as to the direc- 
tions in which certain companies 
have moved and plan to move 


noteworthy 


in the fall are 


| Racket 
| Heidt’s future in the 


| 


major shifts in its radio team is 
Philip Morris & Co, Johnny Olsen 
-~15 minutes Monday through 
Friday on ABC—and Walter Kier- 
nan—five minutes Monday 
through Friday on ABC—have 
been waved out of the game, ef- 
fective July 20. “Modern Ro- 
mances,” through Cecil & Pres- 
brey, will continue on the same 
network. As this story was writ- 
ten it was still undecided as to 
whether there would be a replace- 
ment 
Earlier “The Bickersons” 
brought back to the airwaves 
the cigaret maker as a replace- 
ment for “Truth or Consequences” 
(CBS). The 
ence participation show 
discontinued in favor “The 
Squad” (CBS). Horace 
Philip Mor- 
TV picture remains a bit in- 
definite, with Lucille Ball most 
frequently mentioned as a _ pos- 
sible successor, All these night- 
time shows are handled by Biow 


were 
by 


also 
of 


was 


ris 


1 Co 


| 


} 
}up a 


e National Broadcasting Co. suc- 
ceeded in selling Colgate-Pal- 
molive-Peet Co. on full sponsor- | 
ship of the $50,000 weekly “Com-| 
edy Hour” on television next sea- 
son (this year the company car- 
ried this program three weeks 
out of four); but as the schedule | 
mow stands the network will be 
completely bereft of Colgate ra-| 
io business. Three shows, all 
placed through Ted Bates & Co., 
have been dropped from the AM 


Bineup. These include the 
tern, Dennis Day and Judy C 
a hows 
During 1951 Colgate has 

hy » multi-weekly daytime shows 
“Kings Row” (AM) and “Strike 

i Rich” (TV)—to its list of CBS 

Bttractions 


ano- 


added 


The latter, which 
Bhowe rs money on contestants, also 


is aired by Colgate over CBS-TV 


As 2 30-minute nighttime show and 
®ver CBS-AM five times a week 
> At this writing Columbia Broad- 
Basting System has not yet ob- 

ined a new sponsor for “My 
mee Irma,” one of radio's top 
Fating shows since its debut, which 


has been canceled by Lever Bros. 


In the last Nielsen ratings this 
Zituation comedy was in sixth 
Placc 

® Making a sizable contribution 
®o this ear’s casualty list has 
been General Foods Corp. Since 


January the company has dropped 
the following radio shows: “My 
Favorite Husband” (CBS, through 
Young & Rubicam); “Juvenile 
Jury” (Mutual, through Benton 
& Bowles); “When A Girl Marries” 
(NBC, through Benton & Bowles); 
“Portia Faces Life’ (NBC, through 
Y&R); “Aldrich Family” (NBC, 
through Y&R) 

On the credit side General Foods, 
through Y&R, replaced General 
Mills sponsor of the first 15- 
minute segment of Don MeNeill’s 
“Breakfast Club” (ABC). The 
manufacturer is airing this 
three times weekly and may 
it five-a-week in the fall 
has General Foods been al- 
together pleased with its TV pro- 
gramming. “The Goldbergs” (CBS- 
TV) was discontinued in favor of 
a new panel show, “Who's Whose.” 
This one 


lasted all of a wee 


as 


food 
show 
nake 
Nor 


‘k be- 


fore it was replaced with another 
panel show called, “It's News to 
Me.” 

e When Campbell Soup Co, 
which so far has not been able 
to settle down to any particular 
telecast for any great length of 
time, outbid General Foods for 


the TV version of “Aldrich Fam- 
ily,” Young & Rubicam came up 


with a new show about adoles- 
cents. To start in the fall, this 
program will star Jackie Kelk, 
“Homer” in the “Aldrich Family,” 
and will be written by former 
“Aldrich” scripters. 

Also in the midst of making 


Bill | 


@ Daytime network radio picked 
new adherent last month 
when American Tobacco Co. (Bat- 
ten, Barton, Durstine & Osborn) 
moved into the field. Lucky Strike 
now carries three five-a-week five- 
minute broadcasts, 


and one on NBC. Coincidentally 
the company decided to take its 
longtime year-around show, “Hit 


Parade,” off radio (NBC) for the 
summer. 

Showing signs of increased in- 
terest in television, Sterling Drug 
in recent months has been whitt- 
ling down its network radio budg- 
et. At the same time the company 
is carrying a heavy schedule of 
radio spots for Bayer aspirin and 
Phillips milk of magnesia. 


telecast of this audi- | 


two on Mutual | 


CASTILE 


DISPLAY- 
hairdressers” 
on this new display for J. B. Williams Co., 


Used by leading 


is a new theme featured 


Glastonbury, Conn., distributor for Conti 

Products Corp.'s castile shampoo. Berm- 

ingham, Castleman & Pierce, New York, 
is the agency. 


cast. 
Bymart’s fall schedule will in- 
clude additional television shows 


and perhaps a network radio show. 
Spot radio and TV also are under 
consideration. 


American Central Promotes 
Reinbolt; Names 7 Others 

C. A. Reinbolt, advertising and 
sales promotion manager of Amer- 
ican Central division, Avco Mfg 
Co., Connersville, Ind., has been 
promoted to assistant general sales 
manager. Malcolm Mitchell, form- 
erly in charge of the company’s 
sales promotion, has been named 
Dallas district sales manager. A 


| M. Bruninga, formerly Chicago dis- 


trict sales manager, has been 
named manager of publicity and 
sales promotion, with headquar- 


ters in Connersville. C. K. Clarke 
has been named manager of field 
sales. 

C. F. Hastings, assistant general 
sales manager, has been given the 
added duties of head of sales pro- 
duction control and product design 
and development. J. E,. Guertin, 


administrative assistant to the 
| general sales manager, has been 
named to succeed Mr. Bruninga. 


At the end of the spring season | William H. Neil, formerly Dallas 


Sterling dropped the daytime se- 


rial, “Backstage Wife” (NBC),} 
and “Mystery Theater” (CBS) 
Canceled from its television list- 
ings were “Okay, Mother” (Du- 
Mont) and “Sing It Again” (CBS) 
The latter—a simulcast—was co- 
sponsored with Carter Products. 
The drug manufacturer will pre- 


“Mystery Theater” 
in the fall; other TV programs 
to decided upon. Dancer- 
Fitzgerald-Sample services _ this 
account. 


sent on video 


are be 


es Ronson Art Metal Works (Grey 
Advertising Agency) has started 
with a new broadcasting slate, 
having canceled “Twenty Ques- 
tions” on AM (Mutual) and TV 
(ABC). This advertiser wil] pre- 


sent “Star of the Family” be- 
ginning July 29 over CBS-TV. 
Its agency currently is shopping 


for a new radio program 

Bymart Inec., maker of Tintair 
(Cecil & Presbrey), joined the 
ranks of network broadcast spon- 
sors for the first time last October, 
but it has already established a 
reputation as a quick change art- 
ist. The company’s original offer- 


ing, “Somerset Maugham Thea- 
ter,” still is on the air via NBC- 
TV, but in the interim the drama 
has had several changes in length 
of time and networks. Now heard 
every week as a half-hour show, 
it will alternate in an hour time 
spot next September with Lucky 
Strike’s Robert Montgomery-pro- 


duced dramas 


@ Tintair for some time has been 
a participating sponsor on Du- 
Mont’s “Cavalcade of Stars” and 
“Cavalcade of Bands.” In addi- 
tion the product has been featured 
for short runs on the Jack Carter 
show (NBC-TV) and on the Sam 
Levenson program (CBS) and on 
a 30-minute daytime CBS broad- 


} named 


been 
sales 


district sales manager, has 
western regional 


| manager. Martin Gallagher, form- 


erly field service engineer of the 
western region, has been named 
Los Angeles district sales mana- 
ger. 


Hundred Million Club Elects 

Les Suhler, subscription mana- 
ger of Look and Quick, has been 
elected president of the Hundred 
Million Club, New York mail order 
advertising group. Other officers 
elected are: <A. Arthur Gibbs, 
Edith Walker and Paul Murtaugh, 
v. p.s; Helen Buckley, Parents’ In- 
stitute, reelected treasurer; Patri- 
cia Miller, assistant treasurer, and 
Muriel Gilmore, Mailings Inc., re- 
elected secretary. 


Nabisco Signs KF&O 

National Biscuit Co., 
will assume sponsorship of the 
Wednesday segment of “Kukla, 
Fran & Ollie’ (NBC-TV) when 
the five-times-weekly program re- 
turns to the air late in August. 
Time for the advertiser's baked 
goods, cereals and dog foods was 
bought through McCann-Erickson 
During the season just ended Ford 
Motor Co. sponsored the doings 
of KF&O on Wednesdays. 


New York, 


U. S. Plywood Lists Income 
Net earnings for the year ended 
April 30, 1951, for United States 
Plywood Corp., exclusive of un- 
consolidated equities, were $8,- 
951,300, or $5.54 earned per share. 


Earnings for 1950 were $4,458,- 
700, or $2.96 per share. Consoli- 
dated sales for ‘51 amounted to 
$108,451,000, as compared with 


$69,235,000 for the preceding year. 


Gray Mtg. Co. Names Nerrie 

Gray Mfg. Co. has appointed 
Ralph A. Nerrie general sales man- 
ager of the Audograph Co. of New 
York, distributor for Gray in this 
area. Mr. Nerrie is succeeded as 
assistant general sales manager by 
Lawrence E. Shea, formerly man- 
ager of Gray’s Newark office. 
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Auto Industry Hoping for 
Relief on Price Problems 

WASHINGTON, July 12—The auto- 
mobile industry was in this week 
to talk prices with the Office of 
Price Stabilization. Since a 3.5% 
increase last March, the industry 
has had increased labor 
which are sufficiently substantial 
to warrant attention. 

Moreover, auto production js go- 
ing down. Industry members want 
to know what OPS intends to do 
about increased unit cost, inevit- 
able as NPA’s restrictions on ma- 
terials take hold. 

These NPA controls have 
ready begun to shut down 
sembly lines. Compared with 650,- 
000 units in March—the last “free” 
month—auto output in June was 
495,000 units. Under new controls 
which were effective July 1, the 
best prospect this month is 415,000 


costs 


al- 


as- 


units—and this is contingent on 
the industry’s ability to find ma- 
terials. 


here anticipate that 
Ford’s July output will be down 
12% from June, General Motors 
down 15% and Chrysler may be 
down 25%. Smaller companies, 
which have less buying power, 
may find it hard to obtain all the 
materials they are permitted to 
use. Several are switching to light 
models in order to get as many 
units as possible from available 
materials. 

In an off-the-cuff answer to a 
press conference question a few 
weeks ago, Defense Production 
Chief Charles E. Wilson said there 
will not be any price increases to 
compensate for higher unit costs. 
However, Wilson may have mis- 
understood the question. Top OPS 
people concede that there will be 
a problem. They anticipate some 
kind of a “product standard” 
which will permit relief for in- 
dividual companies which are hurt 
by production cutbacks. 

- . . 

Shortages of steel for pipelines 
are bringing the big postwar ex- 
pansion of the gas heating industry 
toa Millions of gas heating 
units were installed in 
ing along the eastern seaboard 
Now Petroleum Administration for 
Defense is considering an order 
stopping further installations until 
there is evidence that sufficient 
pipeline will be allowed to assure 
natural gas for present consumers 
PAD acted after Defense Produc- 
tion Authority trimmed third quar- 
ter pipeline plans by a third. 

Iran’s oil dispute may complicate 
the fuel situation. New marketing 
agreements worked out by U.S. 
firms are designed to help Eur- 
opean consumers over the hump in 
the event Iranian oil is lost. It 
might mean diversion of some of 
the crude which comes here from 
Venezuela. That’s a_ significant 
item; of 7,000,000 barrels consumed 
here daily, about a million barrels 
are imported. 

° . 7 

Census Bureau is still salvaging 
some interesting tabulations from 
its 1948 Census of Business. The 
other day, for example, it reported 
there were 10,000 U.S. retailers 
doing an annual business over $1,- 
000,000; another 21,757 who did 
$500,000 to $1,000,000. 

In the “over a million” 
were 1,534 department stores 
(three fifths of all department 
stores); there were 3,000 auto 
dealers and 1,889 grocery stores. 
The 10,000 “over a million” stores 
did a total of $25 billion; the 
$500,000 to $1,000 group $14.9 
billion. On the other hand, the 


Sources 


stop 


new hous- 


class 


| 1,269,075 “under $100,000” stores 
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By STANLEY E. COHEN, Washi 


a tend 6 


Editor 


had sales adding up to a mighty 
$40 billion 

. e e 

has new 
population density from 
population census, too. Among 
states, Rhode Island, with 750 in- 
habitants per square mile, con- 
tinues tops, followed by New Jer- 


data on 
its 1950 


Census some 


sey with 643 and Massachusetts 
with 596. Nevada with 112 per- 
songs per square mile holds onto 


last place 
Top 10 cities, by density of pop- 


ulation, are: New York (24,950 
per square mile); Chicago (17,- 
335); Boston (17,190); Philadel- 


phia (16,310); St. Louis 
Detroit (13,320); 


(13,975); 
Washington (13,- 


150); Cleveland (12,075); Balti- 
more (11,900) and Los Angeles 
(4,350). 

For more details write Frank 


Wilson, Office of Information, Cen- 
sus Bureau, Washington 25, D. C. 
. o es 

Senate Small Business Commit- 
tee’s special newsprint subcom- 
mittee planned hearings on “hard- 
ship cases” July 11, but hearings 
were “indefinitely postponed.” No 
reason given. Subcommittee’s 
chairman is Sen. Hubert Hum- 
phreys (D., Minn.), sometimes 
considered a “dark horse” for a 
spot on next year’s Democratic 
national ticket. 

Speaking of “dark horses,” 
overlook RFC Chief Stuart Sy- 
mington. His record as surplus 
property administrator and Sec- 
retary of Air is spotless. Since 
taking over RFC he has pushed a 
“goldfish bowl,” “let the chips fall 
where they may” housecleaning 
which will be a strong talking 
point come next campaign-time. 


don’t 


Recipe Gets Joint Push 
from Rockwood, Quaker Oats 
Rockwood & Co., Brooklyn, 
and the Quaker Oats Co., Chi- 
cago, will run a joint promotion 
in August and September on a 
combined recipe—cake made with 
Aunt Jemima silver cake mix and 
frosting made with Rockwood 
mint chocolate wafers 
Rockwood, through Platt-Forbes, 


New York, will use a fractional 
four-color page in the Sept. 16 
Parade, a b&w half-page in the 


Sept. 30 This Week, and announce- 
ments on the Rockwood news pro- 
gram on WJZ, New York, in Sep- 
tember. Quaker Oats will use its 
Gary Moore TV show and will 
take fractional color pages in the 
Metro Group and the September 
Woman's Day. Price, Robinson & 
Frank, Chicago, is handling for 
Quaker Oats. 


Snyder Is Assistant Ad 
Manager of Cherry-Burrell 

Allen G. Snyder, formerly as- 
sistant editor of Food Processing, 
has been named assistant to the 
advertising manager of Cherry- 
Burrell Corp., Chicago supplier of 
milk and food plant equipment, not 
advertising manager, as was er- 
roneously reported in the June 25 
issue of AA 


Gibson-Homans Sets Drive 
Gibson-Homans Co., Cleveland, 
will use magazines, trade publica- 
tions, radio and direct mail in a 
campaign for its roof coatings, 
calking and auto’ undercoater. 
Sales manuals, kits, and various 
aids are being distributed to 
wholesalers and dealers. Gregory 
& House, Cleveland, is the agency, 


Names Herbert E. Evans 
Herbert E. Evans, personnel v. p. 
of Farm Bureau Insurance Cos.. 
Columbus, O., has been named to 
the additional post of v.p. and 
general manager of the FBIC- 
owned Peoples Broadcasting Corp., 
operator of Stations WOL, Wash- 
ington, and WRFD, Worthington, 
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How much real progress 


did your company make in the forties? 


100 % 
INCREASE 


The sales volume of many companies moved ahead 
considerably from 1940 to 1950. Gains of 40°, 50°, 
100% and higher were not uncommon. But some of us 
may have been lulled into a feeling of complacency by 
such figures. Our appraisal of real progress must take 
two very important factors into consideration: 


1. Dollar figures are not comparable, because 
inflation alone pushed most sales figures ahead 
70° or more. 


i) 


. Discounting inflation, all industry expanded 
tremendously in the forties. Many companies 
which feel they made progress may actually 
have lost ground . .. and may be slipping com- 
petitively still further today. 


Let’s take a look at some of the things that happened 
in the last ten years: 
- Population soared from 131,700,000 to over 
150,000,000. A market 1'/2 times the size of 
Canada was added to our economy. 


The gross national product climbed from 
- $101.4 billion to $284 billion! 


Spending for capital equipment was 36.5 
billion in 1940... and $18.1 billion in 1950. 


Housing (unit starts) doubled—from 700,000 
to 1,400,000. 


Income after taxes rose from $75.7 billion to 
$200 billion. 


Sales of iron and steel products tripled—from 
$7.7 billion to $25.5 billion. 


Machinery sales increased from $4.7 billion 
to $16.9 billion. 


Examples like these are endless ... but these few are 
enough to make it easy to see how industry generally 
expanded 64% in physical volume in the past ten years. 
That’s discounting inflation, too. The metalworking 
industry did even better than that... physical volume 
increased 100%. 


But that’s all history . . . nothing can be done about the 
forties now. 
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The important point to consider in today’s planning 
is that executives, bankers and economists both in 
industry and government foresee a growth and expansion 
in the next decade comparable to tha: of the past ten years. 


Whether or not we kept pace wich the forties, the next 
ten years offer a challenge and an opportunity. The 
tremendously expanded markets of 1960 will belong 
to the companies that are planning for them and 
working toward them now. 


™ PENTON company 


PENTON BUILDING + CLEVELAND 13, OHIO 
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Bothwell Joins ‘McCall's’ 


Elizabeth Burrage Bothwell, for- 
merly market editor for Haire 
Publications’ Linens & Domestics, 
has joined McCall's as manager of 
field merchandising 


Bissell Sweeper to Test TV 
Bissell Carpet Sweeper 
Grand Rapids, which is cele- 
brating its 75th anniversary this 
year, plans to use TV spots on a 
test basis this fall. Young & Rubi- 

cam is the agency 


Co., 


South Station Names Rep 
Transportation Displays Inc. has 
appointed exclusive sales 
representative for all advertising 
displays at South Station, Boston. 


Appoints Farson, Huff 
Cincinnati Electronics Co. has 
appointed Farson, Huff & North- 
lich, Cincinnati, to handle its ad- 
vertising and public relations. 


Christine LeVathes Joins K&E 


Siddle Joins Bermingham 
Stephen W. Siddle Jr., formerly 


with Doherty, Clifford & Shen- Christine LeVathes, formerly 
field, has joined Bermingham, with Geyer, Newell & Ganger, has 
Castleman & Pierce, New York, as joined the copy department of 


buyer 


space 


Kenyon & Eckhardt, New York. 


Top Impact Lisl V9.4 3 


Notional Fresh Fruit ond 
Vegetable Weekly 


On the Buying Power of 
‘Growers, Packers and Handlers 
of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


201 DELAWARE STREET 
KANSAS CITY 6, MISSOURI 


Superior Names Russell Grau 

Superior Typographers, Atlanta, 
has named Russell Grau sales and 
promotion director. 


It's Six To One For 
The Post-Intelligencer 
With I. Magnin and Co. 


Another leading Seattle firm chooses the Post- 


Intelligencer as its Number One advertising 
medium, and they do it for just ONE reason... 
RESULTS! |. Magnin and Company, one of the 
- West Coast's outstanding women's apparel firms, 
carried 363,965 lines in the Post-Intelligencer dur- 
ing 1950, while placing only 61,052 lines in the 
second paper. This is a Post-Intelligencer lead of 
nearly SIX to ONE! In Seattle, BIG firms, important 
firms, select The Post-Intelligencer as their Number 


. RESULTS! 


One medium for one reason alone . . 
The SEATTLE 
POST-INTELLIGENCER 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


SHOWS ‘EM SAMPLES—Cassidy Hicks, Denver wallpaper dis- 
tributor, shows actual samples of its merchandise as background 


SPEAKING ELOQUENTLY 


OF YOU... | 


Advertising 


1721 Lawrence ... AComa 5645 


SSSeeeeas bas m7 


in ads it runs in the local papers. Velox prints of wollpaper pat- 
terns, with brief copy airbrushed on, form the ad. 


Wallpaper Distributor’s Ads Show Products 


DENVER, July 10—Using local pa- 


pers on a semi-weekly schedule, 
Cassidy Hicks, , retail-wholesale 
wallpaper distributor here, has 


had considerable success in its ads 
by picturing the actual products. 
The company utilizes velox 
prints of its wallpaper as the 
over-all background for all its ad- 
vertising, thus placing major em- 
phasis on the various wallpaper 
designs and patterns. Space for 
copy is airbrushed in, and usually 
three or four words, plus the pat- 
tern identification line, adequately 
fill copy requirements. 
In addition to its ads 


own In 


nearby papers for retail sales, Cas- 
sidy Hicks also sends prints to its 
dealer representatives throughout 
the region. Using the airbrush 
technique, dealers can work their 
own names into the copy. 


@ The company reports the ads 
have drawn considerable attention 
among retail and dealer customers 
Although only 5% of its business 
is done on a retail basis, the major- 
ity of inquiries received have 
stemmed directly from the news- 
paper ads. 

Robertson Advertising here han- 
dles the account. 


Glidden Co. Plans 
New Push on Paint 


CLEVELAND, July 10—Glidden Co. 
will use spreads in eight national 
magazines, plus network, radio and 
TV and newspaper copy, to boost 
its Spred Satin paint. 

The drive, which gets under way 
in August, will employ Better 
Homes & Gardens, Collier's, Coun- 
try Gentleman, Look, Progressive 
Farmer, The Saturday Evening 
Post, Sunset and Today’s Woman 

In addition, Glidden will boost 


Spred Satin on the Kate Smith 
television show over NBC-TV for 
13. weeks. Displays and dealer 


merchandising materials also will 
be used 

Copy and illustrations for Spred 
Satin will emphasize the rubber- 
like quality of the product, its 
lack of “paint odor” and its wear- 
ability and washability. 

Meldrum & Fewsmith is 
agency 


the 


ABC Goes Institutional 


American Broadcasting Co., 


New York, will break its first 
major institutional advertising 
campaign next week with full- 


page ads in New York newspapers 
designed to promote the radio and 
television networks as sales me- 
dia. Business papers also will be 
used in the drive, the theme of 
which will be “America is sold 
on ABC.” Batten, Barton, Dur- 
stine & Osborn is the agency 


WNAO Names Gerry Albright 
Gerry F. Albright, 
part owner of Station 
Richmond, Ind., has been named 
manager of Station WNAO, 
Raleigh, N. C., succeeding Neil 
Hester, who has rejoined the 
Raleigh News & Observer as for- 

eign and national news editor. 


BAB Appoints John Wilkoft 


John M. Wilkoff, formerly pro- 
motion and merchandising mana- 
ger of Station WCOP, Boston, has 
joined the New York staff of 
Broadcast Advertising Bureau to 
handle general sales promotion. 


Colin Hall Names John-Raider 

Colin Hall Clothes has ap- 
pointed John-Raider Associates, 
New York, as its agency. Busi- 
ness papers and direct mail will 
be used. 


formerly 
WRBV, 


Thor Sets 4 Sales Contests 

Thor Corp., Chicago, has ini- 
tiated four sales contests carrying 
total prizes of $42,325 and running 
concurrently with its “Bushe] and 
a Peck” wringer washing machine 
promotion (AA, June 11). Two of 
the contests, one for distributor 
sales managers and another for 
distributor advertising and sales 
promotion managers, are factory 
paid. The others, for distributor 
salesmen and dealers, are being 
sponsored cooperatively by Thor 
and its distributors. All contests 
run through July 20. 


Kodak Sets Up Coloramas 

Because of the response to its 
colorama spectacular in New 
York's Grand Central terminal, 
Eastman Kodak Co., Rochester, N 
Y., this week set up four “minia- 
ture” coloramas (6x8’) in the Buf- 
falo, Cincinnati, Cleveland and 
Detroit rail terminals. 


Smart refiners know free 
balloons bring people to 
service stations for gas, 
oil, grease jobs. People have children — 
children love balloons! Attract kids, sell 
parents with PIONEER Qualatex “Float- 
ing Billboards’! Refiner buys balloons or 
splits cost with distributor or station. 
Whatever your product, pinpoint sales 
efforts at point-of-sale with PIONEER 
balloons. Printed in non-fading crackless 
pigments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 
mation. Write today— 
The PIONEER Rubber 
Company, 108 Tiffin Road, 
Willard, Obse__ 


sattoon YOUR SALES 


WITH PIONEER QUALATEX 
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Advertising Age, July 16, 1951 


McGraw-Hill Book 
Co. Publishes New 
Textbook on Media 


New York, July 10—“Advertis- 
ing Media,” a new volume by Ed 
Brennen, describes the functions 
of major media and the methods 
of buying and selling space and 
time. 

Mr. Brennen is a salesman on 
the New York staff of Better 
Homes & Gardens, and an in- 
structor in advertising media at 
Pace College. 

Written primarily as a_ text- 
book for college students, the vol- 
ume outlines the field covered by 
each type of medium, its peculiar 
attributes and problems, and the 
techniques which are used in eval- 
uating the audiences of various 
media 

In his chapter on radio, for ex- 
ample, Mr. Brennen suggests that 
the time buyer carefully consider: 

“1. The listening area to be 
covered. 

“2. The listening habits of the 
audience he seeks. 

“3. The power and popvlarity 
of the station he intends to use. 

“4. The proper program for the 
product he is promoting.” 


@ In deciding how the advertiser 
should use time after its purchase, 
Mr. Brennen offers four criteria 
for considering prospective pro- 
grams: 

“1. Popularity. Drama and va- 
riety (music and comedy) shows, 
for example, are tops in audience- 
building appeal; symphonic or- 
chestras are of less widespread in- 
terest. 

“2. Impact. Arthur Godfrey, for 
example, may have more sales ef- 
fectiveness than a less impressive 
personality. 

“3. Suitability. The nature of 
the show should tie in with the 
product. For example, ‘The 
world’s most honored watch pre- 
sents the world’s most honored 
music.’ 

“4. Cost. Often low time costs or 
low talent charges will mean that 
a program costs less per listener 
than a more expensive, more pop- 
ular show.” 


s Similar outlines of procedure 
are listed for consideration of each 
type of advertising medium, and 
all measuring organizations in 
each field are listed. 

Six chapters (almost half of the 
book) are devoted to the organi- 
zation of media sales operations; 
the development and promotion 
of the media sales story; the pres- 
entation of the media sales story; 
an analysis of problems involved 
in purchasing media; the formu- 
lation of a media plan and tech- 
niques for getting the most out of 
media 

McGraw-Hill Book Co 
lishes the 410-page volume 
price is $6 


pub- 
The 


RETAIL AD BOOK TELLS 
BASIC RULES, METHODS 

New York, July 10—*Profitable 
Retail Advertising,” published by 
Ronald Press Co., 15 E. 26th St., 
offers the small retailer a tour 
through the ground floor of space 
and time advertising. 

The authors, Joseph R. Rowen, 
national advertising manager of 
W. T. Grant Co., and Donald F 
Blankertz, associate professor of 
marketing of Wharton School of 
Finance and Commerce, University 
of Pennsylvania, have deliberately 
aimed their presentation at the 
manager of a small to 
have an agency or much of an ad- 
vertising depariment 

Professional admen may find 
little of the profit promised by the 
title, but the small retailer, mainly 
from the abundance of ably crit- 
icized ads reprinted in the book, 


store too 


should get a better idea of what 
his ads have been doing for and 
against him and why. The price of 
the book is $4. 


“SALESMAN’S TREASURY’ 
EDITED BY LARIAR 

New York, July 10-—Crown 
Publishers Inc. has just released 
“The Salesman’s Treasury,” con- 
taining anecdotes and accounts of 


famous sales and ideas devoted 
to the “fine points of salesman- 
ship.” 


Included in the colleciion are 
stories illustrating the wit and 
humor of such supersalesmen as 
P. T. Barnum, Diamond Jim Brady, 
John Wanamaker, Elbert Hubbard, 
Sears, Wrigley, Henry Kaiser and 
Alexander Botts. 

The compilation is edited by 
Lawrence Lariar, former cartoon 
editor of Liberty, and presently 
bead of his own professional school 
of cartooning. Price of the 402- 
page collection is $3.50. 


AFA Creates Ad internships 

As part of a new program for 
better education in advertising, the 
Advertising Federation of Ameri- 
ca has announced the creation of 
an Advertising Internship for Col- 
lege Professors. Prof. Frederick T 
Bryan, chairman of the depart- 
ment of marketing at Boston Col- 
lege’s schoo! of business, has been 
selected for the first internship, 
offered by the Norton Co., Wor- 
cester, Mass. manufacturer of 
abrasive products and machine 
tools. Mr. Bryan will spend the 
summer employed in Norton's ad- 
vertising department. 


Masonite Distributes Guide 
Masonite Corp., Chicago, is 
distributing 30,000 of its new Dial- 
It-Right and Nail-It-Right combi- 
nation guides to lumber dealers, 
wholesalers and contractors. The 
device is designed to give correct 
type and thickness of hardboard 
for common end purposes and 
nailing instructions for interior 
walls and ceilings, concrete forms 
lap siding over sheathing, etc 
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Tell Your 
Story with 


A 


SHOPPER STOPPER 
moves the customer to AC 
TION — where you wont 
ACTION — at the point-of 
sole. Has the impoct of 
projected pictures with the 
ease and economy of film. 
Find out today how it will 
open doors for your soles. 
men — Write for Brochure 
AA.10. 


— 
The HARWALD COMPANY 
1216 CHICAGO AVE., EVANSTON, ILL. 


“Have you considered using Kimberly-Clark coated papers ?” 


*r Mw REG. US PAT OFF. 


Fully-coated Kimberly-Clark printing papers will add crisp 


freshness and sparkling new eye-appeal to your reports, adver- 


tising pieces, brochures and house organ — often at remarkable 


Savings In Cost 


Today — ask your buyer or printer to see new 
Hifect® Enamel, Trufect’, Lithofect” Offset 


Enamel 


Mulktifect*— and compare them with the paper he is now using 


and 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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S PHOTOGRAPHIC & 
f =REVIEW OF 
THE WEEK 


CLEAN HIT—Ralston Lewis, a national magazine representative in Robert Tyson of Look, ond umpire is Wiliam Fry of N. W. Ayer & 
the Philadelphia area, is shown getting a hit during competition Son. James Bu.kley of Earle A. Buckley Organization won the 
AFTER 45 VEARS—Jack Macy, with Field & Stream for 45 yeors, hes retired for the Bob Egan Memorial trophy at the 18th annual Philadel golf tcurney for agencies Stewart Whithom of Fawcett? Publico- 
phia magazine outing at Cedorbrook Country Club. Catcher is ions took honors in the publications tournament 


Saying forewell at a luncheon in Chicago July 6 ore Roy Nelson, Al Paul Lefton 
Co, A. G Ensrud, J Walter Thompson Co.; Walter Rubens, Walter Rubens Agency; 
and Walter Gibson, Caples Co. Mr. Macy (right) was presented with a silver 
bow! as “champion of champions” by his co-workers on Field & Stream. Bill St. Amant, 
formerly with Argosy, hos taken over Macy's duties as western advertising manager 
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UP NORTH FOR GOLF—Forty-nine members and guests journeyed to Minocqua to 
celebrate the 45.h yeor of the Western Advertising Golfers Assn. Shown here, rigging 
up the Calcutta auction of the foursomes, are Jock Flannagan, Crowell-Collier; 
Chalmers O'Brien (rear), Carson Pirie Scott & Co.; Buck Buchanan, Sports Afield, 
Chick Freeman, WLS; Jack Willem, Leo Burnett Co.; Lloyd Maxwell, Roche, Williams 
& Cleary; and Don Smith, Wilson & Co 


FIVE BOSTON PUBLISHERS— What brought all these Boston news Jr., of Jordan's. Standing: Davis Taylor, Boston Globe; H. G 
peper publishers together wos Jordan Marsh Co.'s luncheon Kern, Boston Record-American-Sunday Advertiser; Robert Choate, 
starting its “Salute to America” week which began July 2 Boston Hera'd-Traveler; Walter Cunningham, Christian Science 
Seated are Edward R Mitton, president, and Richard H. Edwards Monitor; and Walter Carley, Boston Post 


== 


MISS LIBERTY—At left is “Miss Liberty of 1951,” chosen by Seattle Post No. 1, 
LIVING THE LIFE- When Good Housekeeping staged on outdoor tended. In the foreground here ore Duncan Rogers and Harry American Legion, to represent the post at its various functions throughout the year 
borbecue in the garden of the Hearst Magazines building in Renton, C. Lb. Miller Co.; and C. O. Davis, assistant business Here she helps out Peter Lyman, Frederick E Baker & Associates, on the KING-TV 
New York, about 150 food advertisers and ogency men at manager, Good Housekeeping Shoppin’ the Town” show fecturing a “Tele Q Quiz” for listeners 
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Mrs. John G. Gaston II is a housewife and 

mother of three. Junior League Treasurer, she’s also 
actively interested in the Girl Scouts, National Polio 
Foundation, and Cancer Fund. Mrs. Gaston says: 


“Every day is a busy one for me ... with so much to do 
at home and in the community. I read Quick from cover 
to cover, and with so little free time it gives me all the 
week's top news fast ... just the thing when you're 
on-the-go.” 


More than a million men and women, busy people 

like Mrs. Gaston, find Quick easy to read and carry, 

a reliable and entertaining report of the week’s news. 
This young, active Quick audience is an important 
market ... and with Quick’s low rates, advertisers 
may reach it with frequency and impact at modest cos:. 


A new study confirms the important role Quick plays 
in the lives of busy people. Ask for your copy. 


actual size . . . convenient for pocket or purse 


The pocket news magazine 
busy people depend on 


GARDNER COWLES, EDITOR 
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Takes Lifshey to Task on 
‘Phony Award’ Statements 

To the Editor: There is some- 
thing quixotic about Earl Lif- 
shey’s attack on the “phony 
(AA, June 25) 

design, fashion—they 
have always been a beautiful wide 
ypen field on which the designer, 
manufacturer and retailer have 


award” 


Taste, 


never hesitated to kick the con- 
umer around 
Let's face it—we're not in busi- 


ness to raise the cultural level of 
people but to sell goods at a profit 


Lifshey is tilting at a pimple. If 


he must be a knight in shining 
pots and pans why not attack more 
basic evil The paid-for testi- 


monial, for example. which some- 
times pushes products which may 
be harmful 

Retailers are their 


wise to 


Radio 


Oakland, 
California 


: 
L How many people? 


i There are 3 million people in 
the coverage area of KLX, the 
top station in Hooper ratings. 
KLX claims only 600,000 as 
steady listeners 


How rich are they? 


Oakland 
100 million 


listeners 
for drugs 
'2 billion for 
general merchandise, '4 of a 
billion for radios, TV and fur 


area radio 
spend 


1 billion for food 


niture 


What does Hooper say? 


KLX leads all independent San 
Oakland 
stations in the Oakland Hooper 


Francisco and radio 


Do San Francisco 
Independents cover 
Oakland? 


No, these stations reach only 
15% to 35 of the Oakland 
audience that KLX covers. You 
can check this by adding the 
Hooper share of audience fig 
ures for all periods 


What about KLX results 
...@nd promotion? 


Just send for success stories on 
your field. Also, KLX has won 
7 national awards for sound 
promotion. 


KLX 


TRIBUNE TOWER * OAKLAND, CALIFORNIA 
Represented Nationally by 
BURN-SMITH CO., INC. 


This department is a reader’s forum. Letters are welcome. 


game,” Lifshey has discovered. 
Where has the boy been? Were 
retailers ever anything else? Does 
he know a retailer who will stop 
selling phony award products for 
which a demand has been created 

yea verily and Mr. Retailer will 
even throw in his own little pitch 
to peddle the stuff. 

As for sacrosanct institutes 
while cash may not influence their 
awards—there are other pressures 
that often do. 

And as for the Eames coal scut- 
tle—there are some fairly cul- 
tured people who think it stinks 
Besides, it’s dangerous. I almost 
broke my neck getting out of one 
fry pushing yourself up from it 
on a slippery floor—just a little 
too much weight on one side and 
down you go 

Lifshey is a big boy now 
should harden himself a bit 
are many much more 
things going on in the 
trade 


and 
there 
shocking 
world of 


David SHULGOLD, 
David & Summerhays, Beverly 
Hills, Cal. 


Says Complaint on Taste Is 
Not Group's Responsibility 

To the Editor: We 
prised at the unjust reference to 
Toy Guidance Council in S. R. 
Bernstein's article for the Harvard 
Business Review (reprinted in 
ADVERTISING AGE June 4). 

Mr. Bernstein stated that the 
only reason Toy Guidance Council 
objected to the television manufac- 
turers’ and dealers’ advertising 
campaign was because it specifi- 
cally took issue with the value of 
bicycles, electric trains or dolls. 
rhis is not entirely true. Mr. Bern- 
stein, who apparently knows his 
advertising field thoroughly, is not 
so well acquainted with the funda- 
mentals of basic research writing. 
He should know that to draw in- 
ference from a secondary source, 
such as a newspaper article, is far 
less accurate than spending a few 
extra minutes in checking with the 
original source for the full details 
which any newspaper might not 
have been able to report. 

If Mr. Bernstein had checked 
he would have found that many 
public relations and advertising 
executives were filled with re- 
vulsion by this campaign from the 
beginning, and many besides Toy 
Guidance Council protested to the 
advertising agency either through 
letter, telephone call or personal 
conversation. 

Because of the reference in the 
advertising to playthings, Toy 
Guidance Council, which does not 
make or sell toys, had an 
reason for protesting and 
as reported, successful in getting 
the agency to delete mention of 
these specific toys or change the 
commercials entirely 

It is not ethically up to Toy 
Guidance Council any other 
group to send out news releases or 
otherwise go on record protesting 
someone else’s so-called violation 
of advertising good taste, regard- 
less of how we may feel. For taste 
is a personal thing based upon a 
personal prejudice. But when 
advertisement makes an 
fact, that is the time a protest is 
necessary from an authoritative 
and that was the time Toy 
Guidance Council acted 

MELVIN HELI?TzER, 

Public Relations Director, Toy 


were sur- 


added 
it was, 


an 
error in 


source 


Guidance Council Inc., New 
York 
Mr. Helitzer’s last paragraph 


shoots a slight hole in his indigna- 
tion at the and reaffirms the 
original assertion that 
the business including the 
Toy Council—took the 
advertising to task because it was 


story 
no one tn 
world 
Guidance 


in bad taste and harmful to all 
advertising. Such “official” pro- 
as there were protested an 
aspect of special interest to the 
group involved 


tests 


Trade Series Uses Cartoons 

To the Editor: Here’s something 
you might be interested in: 

E. L. Bruce Co. is now running 
a series of cartoon advertisements 
in sectional lumber dealer maga- 
zines. Although this type of adver- 
tising is commonly used in con- 


sumer publications, it is somewhat 
unusual for trade magazines—and 
has attracted quite a bit of atten- 
tion. 

The decision to use this form of 
advertising was reached for the 
following reasons: 

1. To give individuality to 
“Ranch Plank,” which is a com- 
paratively new type of hardwood 
flooring. 

2. To cause dealers to associate 
“Ranch Plank” with the wide open 
spaces where the popular ranch 
type architecture originated. 

3. To gain high readership, with 
small space, in a type of magazine 
where orthodox advertising is 
frequently passed up. 

It was considered practical to 
use this type of advertising, with- 
out product information, because 
the same audience is being reached 
by full page advertisements in na- 
tional trade magazines. 

Publications carrying this adver- 
tising are: California Lumber Mer- 
chant, Gulf Coast Lumberman, The 
Hoosier Board and Brick, Illinois 
Building News, Iowa Lumber & 
Building Material Dealer, Lumber 
Co-Operator, Lumber Merchant, 
Mississippi Valley Lumberman, 
Northwest Lumber & Building Ma- 
terial Dealer, Plan Magazine, Re- 
tail Lumberman, Southern Lumber 
Journal and Wood Construction 

Hotton C. RusxH, 

President, Greenshaw & Rush, 

Memphis, Tenh. 


Puts a Mirror in Front 
of Advertising Salesmen 

To the Editor: Not being a sales- 
man, I don't know their problems, 
but having been an advertising 
manager for a couple of years, I 
think I do know several reasons 
why salesmen of advertising are 
not able to sell 

The most common type of ad- 
vertising salesman, and also the 
poorest, to my opinion, is the one 
who really has nothing to sell. He 
says “I represent Blank Radio 
Station or P.O.S. Mfg., ete., and 
what can I sell you?” He offers 
nothing specific, wants me to do 
his selling to myself, and generally 


waste of time. His favorite 
is to call when I'm not in and 
then leave a message to call him 
back at a specific time. If I knew 
exactly what I wanted to buy and 
whom to buy it from, there would 
be no need for salesmen. 

My second “gripe” is the high 
pressure boy who won't take “no” 
for an answer, talks for hours on 
end, and loves to call one up at 
home for an appointment. This 
type of selling might get an order, 
but certainly no reorders—ever. 

Third, while I am on the subject, 
is the one who thinks that by 

| dealing out the agency and saving 
me 15% he is doing me a favor. 
| We have an agency and they more 
| than earn their commission. Radio 
|and newspaper salesmen are most 
guilty of this, and it shows a glar- 
ing weakness somewhere in the 
setup. 

Lastly, I think I ought to men- 
tion that there are some good sales- 
men who do not fit any of the 
above categories. They are brief, 
courteous, enthusiastic, know what 
they are selling, and they get any 
orders I am able to place. If there 
were more of this latter type and 
less of the others, business would 
be a lot more pleasant. 

F. B. Evans Jp., 

Advertising Manager, Berg- 

hoff Brewing Corp., Fort 

Wayne, Ind. 

e . - 
| Split-Fountain Suggestion 
Interests AA Readers 

To the Editor: I would very 
much appreciate receiving a copy 
of Kenneth B. Butler’s § article 
“Split-Fountain Provides Extra 


is a 
trick 
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Colors,” which appeared on Page 
45 of your June 4 issue. Thank 
you. 

Georce E. SEuUFERT, 
Specialized Business Services, 
New York. 

. 

To the Editor: I should like to 
know whether it is possible to se- 
cure a reprint of the article by 
Kenneth B. Butler: “Split-Foun- 
tain Provides Extra Colors,” which 
appeared in the June 4 issue of 
ADVERTISING AGE. 

ALBERT E,. WELLER, 

Sales Promotion Manager, 

Autographic Register Co., Ho- 

boken, N. J. 

* e . 

Agrees on Simplicity 

To the Editor: Our attention has 
been invited to “The Creative 
Man’s Corner” which appeared on 
Page 48 of your issue of June 11. 

We are very much pleased to 
have our present advertising cam- 
paign associated with such out- 
standing campaigns as those of 
Warner & Swasey and John Han- 
cock. All three are aimed at the 
same general target, but each in 
turn is aimed at some specific 
point on that target. 

We are inclined to agree with 
your comment that no poetry will 
ever be half so moving as the plain 
simple truth, and no painting half 
so convincing as clear and honest 
insight. 

We do not consider this remark 
at all critical, because we know 
that you appreciate full well that 
the illustrations used in our cur- 
rent advertising are to attract at- 
tention in a pleasing manner, and 


364,123 DAILY * 


~3 
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THE LOUISVILLE TIMES | 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


293,426 SUNDAY 
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we hope that the tie-up between 
the illustration and the opening 
word of the copy will encourage 
our readers to continue to read 
the few simple words in the mes- 
sage which follows. 

Thank you very much for the 
additional publicity you have 
given our efforts. 

Just in case they may have es- 
caped your attention, we are send- 
ing you herewith copies of the cur- 
rent ad entitled “SEE” and the 
one which preceded it entitled 
“DEBATE.” 

C. M. ApaMs, 

Secretary, Bohn Aluminum & 

Brass Corp., Detroit. 


Australian Agency Had Part 
in Liberal Party Victory 

To the Editor: I am enclosing a 
copy of the latest issue of “Current 
Politics”—June 1. It tells the story 
of the events leading up to the re- 
cent Australian federal election— 
the highlights of the campaign it- 
self right up to its culmination in 
victory for the Liberal Party. I am 
sure you will find it both interest- 
ing and informative, and perhaps 
its contents may provide a source 
of material for you. 

I might mention that the Liberal 
Party press and radio campaign in 
the state of New South Wales was 
conducted by this organization 
What should prove both interesting 
and encouraging where advertis- 
ing agencies are concerned is that 
the carefully planned nature of the 
campaign and the praiseworthy 
comments it continues to produce 
cannot fail to strengthen the pres- 
tige of advertising agencies gener- 
ally and illustrate most forcibly the 
results which can be achieved 
when their expert. specialized 
knowledge and planning capacity 
is made full use of. 

Indeed, a recrientation of politi- 
cal campaign policy for the future 
may well prove to be the outcome 
as a result of the original manner 
in which the campaign was waged. 
To illustrate the widespread inter- 
est it created, may I quote this ex- 
tract from the London publication, 
Advertiser's Weekiy of May 17, 
1951 

“Top Priority from ‘Down Under’ ” 

“Election results in Australia have 
given a fillip to interest which politi- 
cal parties in the United Kingdom are 
showing in enlisting the aid of ad- 
vertising experts 

“The federal election advertising 
campaign on behalf of the Liberal 

Party in New South Wales, conducted 

by Goldberg Advertising of Sydney, 

is being studied as a model. Press and 
radio coverage were arranged and 
there was a constant round-the-clock 
contact between the agency's staff and 
party executives. Goldberg's were also 
responsible for the statewide broad- 
casts of speeches by the Premier. Press 
advertising was distinguished, not only 
by the many large size advertise- 
ments, but by its detail—and it is on 
this aspect that keen interest is cen- 
tered here. Many small press adver- 
tisements dealt with side issues, and 


copy changed swiftly with editions, 
sometimes 
“On some aspects of publicity, the 


Conservative Party of Great Britain 
receives the expert advice of one of 
the leading agencies. Some students 
of politics are urging, in addition, the 
merits of more energetic local activi- 
ty and quick fire attacks in the con- 
stituencies, rather than big national 
broadsides.” 
FRANK GOLDBERG, 

Governing Director, Goldberg 
Advertising, Sydney, Austra- 
lia. 


Thurber Suggests 
Unified Advertising 
for Photographers 


New York, July 10—Like every 
other business man, the profes- 
sional photographer faces compe- 
tition not so much from other pho- 
tographers as from other competi- 
tors for the consumer's dollar, Hal 
H. Thurber, partner in Ewell & 
Thurber Associates, told the Pho- 
tographers Assn. of America here 
last weekend. 

“The existing desire on the part 
of practically every family to have 
photographs made is present in 
every home above slum level,” he 
said. “But some positive action on 
the part of the photographic pro- 


fession, particularly the studio 
men, is necessary. 
“This action should take the 


form of advertising which would 
put the photographic studio on a 
par with the other forms of busi- 
ness which are the real competi- 
tion of the photographers.” 


es Mr. Thurber suggested a three- 
point advertising program for the 
association: 

1. A trade campaign to increase 
commercial and business use of 
photography, by itself, and as a 
means of better illustration over 
other forms of reproduction. 

2. A general consumer campaign 
to stimulate personal and business 
photography. 

3. An advertising promotion kit 
for use of the local professional 
photographer. 

Action on this proposed plan 
awaits membership approval. 


@ Richard F. Crandall, picture 
consultant and assistant professor 
at Columbia University, veered 
from his scheduled talk on “Pro- 
fessignal Photo-Journalism” to 
make some points about the effect 
of color television on professional 
cameramen. 

When an advertiser is presented 
with the choice of a double-truck 
in color In a Magazine or an ani- 
mated, color, sound picture of a 
product in a home, he will use 
the medium that will create more 
of an impact on the consumer, the 
former picture editor of the New 
York Herald Tribune said. 

Color plates for magazine pub- 
lication take four to six weeks to 
produce, whereas a color television 
show can be produced in 48 hours. 

Mr. Crandall suggested more 
imagination on planned and effec- 
tive pictures, and less worry about 
“photographic gadgets,” as some of 
the ways to meet this competition. 


Names Campbell and Otness 


Minnesota & Ontario Paper Co., 
Minneapolis, has promoted Robyn 
A. Campbell, formerly assistant 
manager of field sales, as sales 
manager of the paper division, and 
also named James V. Otness, for- 
merly manager of the Chicago 
sales office, as assistant sales man- 
ager of the paper division. 


Spencer Appoints Schramm 


Robert W. Schramm, market 
analyst in charge of industrial 
chemicals research of Spencer 


Chemical Co., Kansas City, 
has been named manager of the 
company’s market research sec- 
tion. 


MATRIX 


COMPANY. 


517 SOUTH JEFFERSON STREET, CHICAGO 7. ILLINOIS 


Mo.,, 


ane 


Gets 13,569 Entries 


A Birds Eye dealer contest spon- 
sored by the Birds Eye division of 
General Foods, New York, brought 
a total of 13,569 entries, the great- 
est number ever submitted for a 
contest of this kind, according to 
the company. Purpose of the con- 

test was to promote the year-round 
sale of Birds Eye fish products 


Blumenthal Named Sales Rep 


B. Blumenthal & Co., New York, 
has been selected by Etablisse- 
ments Francis Winter & Cie., Paris, 
as exclusive representative in this 
hemisphere for the company’s line 
of buttons and buckles. 


Winchester Joins Doherty 


Charles Winchester, formerly 
with Hewitt, Ogilvy, Benson & 
Mather, has joined the research 
department of Doherty, Clifford 
& Shenfield, New York. 


Gene Stoltz Opens Agency 


Gene Stoltz, former advertising 
manager of Bing Furniture Co., 
has opened his own agency at 
3614 Euclid Ave., Cleveland 
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Two other recent additions to 
the Biow staff are: John DeMott, 
formerly of Columbia Broadcast- 
ing System, to the TV department, 
to work on the Philip Morris ac- 
count, and James Beech, former- 
ly of Batten, Barton, Durstine & 
Osborn, assigned to the Gunther 
beer account 


McNell, Seehot, DeMott, 
Beech Join Biow Co. 
Robert McNell, 
Duane Jones Co., 
to the radio-TV 


formerly of 
has been added 
staff of Biow Co., 
New York. Previously with Wil- 
liam Esty Co., John Seehof has 
joined Biow’s copy department 


Sell the “HEART” of the Family 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write for Market Date Folder A 
1018 S. Wabash Ave., Chicago 


waa; is our best 


Here’s what they have... 


Television Service of The 


buy.. 
any way you figure it it ! 


oe most prosperous and populous chunk of North 
Texas. A market area that adds up to a million 
and a quarter people spending a billion and a half 
for consumer goods! 

Dr. Ira G. Corn, Jr., Assistant Professor of Market- 
ing at SMU, has made a survey of TV set distribution 
in this area. How’s that? O.K., I'll send you a copy. 
Now this report shows 27% of the homes have TV 
sets, and 381,722 of the people watch TV—that’s 
30% of the population! 

Good! We take WFAA-TV in the DALLAS— Ft. 
Worth market. See you Monday! 


Channel 8-27.1 Kilowatts* (Visual Power) 


Dollas Morning News, Edward Petry & Co., 


Representative 
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Along the Media Path 


@ The Chicago Tribune carried a 
record 207 color pages of news- 
print advertising during the first 
six months of 1951, 21 pages more 
than the previous record of 186, 
which the paper carried during the 
first six months of 1950 


e@ Marcus Kogel, commissioner of 
the New York City Hospitals De- 
has congratulated the 
Journal-American for 
campaign 


partment, 
New York 
the paper's successful 


to establish a rehabilitation center 
for teen-age drug addicts on North 
Brother Island. First patients are 
scheduled for admission to the 
hospital in September 


@ The Philadelphia Inquirer re- 
ceived the 1951 Editor & Publisher 
award for the “most outstanding 
classified advertising 
promotion exhibited at the 3lst 
annual convention of the Assn. of 
Newspaper Classified Advertising 


newspaper 


THE 


16.97% 
434 S. Wabosh Avenve 20.43% 
Chicago 5. Iiinois 9.39%, 


WAY-TO-DO-IT 


BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 
NET PAID CIRCULATION 56,968 — MAY, 1951 


Pastors 

Church Officers 

Sunday Schoo! Superintendents 
Sunday Schoo! Teachers 


© 40.51 
eeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeese 


Prominent Users of 


Managers at Montreal, Canada, 
June 24-28, 1951.” 
e@ Station WTAG, Worcester, 


Mass., and Prof. Eugene J. Kel- 
ley of Clark University have com- 
pleted a new study of the shopping 
habits of non-city dwellers in the 
Worcester area. Data indicate that 
about half of the rural residents 
come to Worcester to buy clothing, 
about 38% come to the city for 
household furnishings, 28% for 
electrical appliances and movies 
and smaller percentages for other 
commodities. A detailed computa- 
tion of the material now is being 
developed 


e@ The Wall Street Journal greeted 
delegates to the 29th annual con- 
ference of the National Industrial 
Advertisers Assn. in New York 
with a special, 24-page conven- 
tion newspaper, the front page of 
which was closely patterned after 
the format of the Journal 

Each of the 22 inside pages was 
devoted to a reprint of a series of 


Strathmore Letterhead Papers: 


No. 94 of a Ser 


The new plant of 
the Baltimore 
Sunpapers embodies 
the best technical 
equipment now 
available for all 

mec hanical 
departments. 


Is your letterhead 


telling the news about YOU? 


The story of the Baltimore Sun and Evening Sun is an inspiring his- 
tory of 114 years of pioneering journalism. Founded by A. S. Abell 


eo 


in 1837, they have set the pattern for many advances in news-gathering 
and publishing procedures. 


It was in 1919, while he was Sunday Editor of the Sun, that H. L. 
Mencken—cooperating with Paul Patterson, who later became presi- 
dent; and Harry C. Black. now chairman of the board—helped develop 
a set of guiding principles that charted the course of the Sunpapers 
with which the present generation of Baltimoreans is familiar. “The 


Sun must convince.” 


they wrote, “by means of sound information, 


unquestionable honesty, and unshakeable common sense. It must be 


alert to new ideas and hospitable to them. It must be absolutely free... 


This great American newspaper is an inspiring example of progress 
tempered by the principles of tradition, Almost symbolic of the Sun's 
outlook is the difference between its ultra-modern plant—that embodies 
all the most advanced machinery for producing a newspaper...and 
its letterhead on Strathmore paper—that presents to the recipient a 
picture of tradition and quality. 


Consult your supplier about Strathmore letterhead papers— you'll find 
that whether yours is a problem of conveying an impression that is 
modern or traditional, Strathmore letterhead papers always convey 
the impression of quality. 


Strathmore Letterhead 1 
Bond, Alexandra 


*apers: 


Brilliant, 


Bay Path Bond, Strathmore 


Strathmore Parchment, Strathmore Script, Thistlemark 
Writing, 


Bond. 


Strathmore 


Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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SLIGHT SLUMP—May newspaper linage reports from Media Records show declines 
for the first five classifications which, except for automotive, showed gains in April 
May classified advertising was up 18% and total advertising 2.7% 


ads prepared by various chapters 
of the NIAA which were designed 
to acquaint top management with 
the use and effectiveness of indus- 
trial advertising 


@ Daily News Record has pre- 
pared an elaborate compilation 
of case histories of 50 outstanding 
campaigns which are running in 
the publication. The 130-page vol- 
ume outlines the objectives of 
each drive, the type of campaign 
and its accomplishments, and fea- 
tures a number of used by 
each advertiser 


ads 


e@ Hobart T. Franks, national ad- 
vertising manager of the Phoenia 
Republic and Gazette, has worked 


out an unusual desk memo pad 
presentation on the market and 
the papers. The top 14 pages of 


the pad contain pertinent market 
information in “doodle” 
while the base contains complete 
market data for a permanent desk 
top file 


style, 


e “That's Interesting” is the title 


of a new booklet issued by Put- 
man Publishing Co. The booklet 
contains reprints of the editorial 


material new 
which run under the name, 
“That's Interesting,” in Food Pro- 
and Chemical 


on developments 


cessing Processing 
e A series of 16 articles in the re- 
cent Pittsburgh Press series on 
“Growing Pains in the Suburbs” 
has been reprinted in booklet form 
by the newspaper. The stories dis- 
cuss problems resulting from the 
shift to the suburbs and the solu- 
tions—makeshift and permanent 
which individual communities 
have devised. Copies are available 
from Earl J. Gaines of the Press 
e@ The San Antonio Express and 
News have tallied data on a new 
readership study made by Trinity 
University’s research division. The 
report, available from the news- 
papers, shows that the Express 
and News provide 59.5% coverage 
of all homes and 76.5% coverage 
of homes with z 


rental value of 
$50 monthly or more. The tabula- 
tion also includes detailed data on 
duplication 


e@ McCall's latest promotion piece 
the “Turning Point,” highlights the 
magazine's editorial treatment of 
beauty news and feature material. 
The 20-page booklet, subtitled, “A 
compact story about McCall's new 
tempo for beauty selling,” is die- 
cut to resemble a giant-size com- 
pact, and is printed in a color 
scheme of white, rouge-pink and 
silver 


e National Provisioner’s special is- 
sue, “The Significant 60,” sched- 
uled for publication in December, 
will review the history of the meat 
industry, with special emphasis on 


product development and increased 
production and distribution effi- 
ciency in the industry 


@ Metropolitan Sunday Newspa- 
pers Inc. has produced a_ hard- 
hitting new sound slide film, “Your 
Bridge to Sales,’ which describes 
the market and evaluates the me- 
dium. The 29-minute film presen- 
tation is available from Metro 
Group offices in New York, Chi- 
Detroit, San Francisco and 
Los Angeles 


cago, 


@ Wisconsin Agriculturist & Farm- 
er has compiled information on 
electricity, telephones and elec- 
trical equipment on Wisconsin 
farms. Data sheets with the tabu- 
lar material are available from the 
publication 


Hugh Smith to Join KPIX-TV 
Hugh Smith, program director of 
Station KPOJ, Portland, Ore., 
has been named assistant program 
director of Station KPIX-TV, 
San Francisco, effective Aug. 1 
Ted Hallock has been named to 
succeed him at KPOJ, and Jack 
Moys, production manager, will 
become assistant program director 


Moore Joins Gourfain-Cobb 

William M. Moore Jr., formerly 
on the copy staff of Young & Rubi- 
cam, has been named copy chief 
of Gourfain-Cobb Advertising 
Agency, Chicago 


Names Herzig PR Director 


Doris Herzig, formerly with 
Franklin & Associates, has been 
appointed public relations direc- 


tor of the Lamp & Shade Institute 
of America, New York 


Yow! 
DUPLICATING 
MACHINES 
DOUBLE AS 
“ADDRESSING 
MACHINES” 
with 


DUPLISTICKERS 


High-speed, low-cost addressing is now possible 
on duplicating machines. No plates. no attachments 
required DUPLISTICKERS are the answer. These 
gummed, perforated sheets contain 33 lobels. Sten- 
cils of masters may be filed for future use. ideal 
for house organs, monthly bulletins, al! duplicate 
and multiple mailings. Package of 25 lettersize 
sheets — 825 labels — 60c at stationery stores. (Also 
special 84x14 sheets for Avid duplicators.) 


Co. 
Eureka Specialty Printing 
567 Electric Street 
Scranton 9. Pe 


DUPLISTICKERS 
ere made only by 
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MEET THE MRS.—Mrs. Betty Eileen McAllister of Johnstown, Pa., as she was crowned 

“Mrs. America of 1951" last September in Asbury Park, N. J. This year’s contest will 

rate entrants equally on beauty ond homemaking ability, and various advertisers 
will use the “Mrs. America’’ name in testimonial and endorsement advertising 


Advertisers Find ‘Mrs. America’ 
Good for Promotional Campaigns 


New York, July 10—A number 
of advertisers will rivet their at- 
tention on Asbury Park, N. J., a 
little resort town, come Sept. 9. 
That's the day “Mrs. America of 
1952” will be chosen in the 13th 
annual contest. 

One of these advertisers is Hess 
Bros., department store in Allen- 
town, Pa. which this year will 
present the “Mrs. America” trophy. 
Moreover, the married woman 
selected at Asbury Park will make 
a series of personal appearances at 
the Allentown store later in Sep- 
tember. 


The contest this vear will, as 
usual, be open only to married 
women, with the judging based 


equally on beauty and homemak- 
ing ability. One requirement this 
year is that each finalist bring 
with her to Asbury Park some- 
thing she has sewed or crocheted 
using J & P Coats & Clark’s O.N.T 
thread, or crochet cotton made by 
Spool Cotton Co., New York. This 
part of the homemaking competi- 
tion will be judged by Spool 
Cotton. Other homemaking tests 
will cover cooking, housecleaning 
and laundering. 


e@ Among the other advertisers 
concerned with the '52 contest are 
the Austin Motor Co. and Dough- 
nut Corp. of America, both of New 
York; Chambers Distributing Co 
(Chambers gas ranges), Jersey 
City; Kresge Co. (chain stores), 
Detroit; and Waldes Kohinoor Inc., 
(zippers and fasteners), Long Is- 
land City, N. Y. 

First national advertiser to make 
use of the “Mrs. America” name 
was Lever Brvos., which took the 
1945 winner on a tour of depart- 
ment stores in ten cities on behalf 
of Lux. “Mrs. America of 1945” 
was the star of a tashion show 
featuring Luxable cotton fashions. 
The promotion was a tie-in be- 
tween Lever and Advance Pat- 
terns, Talon fasteners, La Mode 
buttons, Crown Tested fabrics and 
General Electric irons. 

National advertisers in the 
women’s apparel field who have 
been using “Mrs. America of 1951” 


photos and testimonials include 
Forest City Mfg. Co., St. Louis, 
maker of June Patton dresses; 


Waldes Kohinoor Inc.. and Exquis- 
ite Form Brassiere Inc., New York. 


Also using endorsements during 
195! have been Armour & Co., 
Chicago, for cooking lard; S. W. 
Farber Inc., New York, for alu- 
minum cooking utensils; French 
Sardine Co., Terminal Island, Cal., 
for Star-Kist tuna; Simmons Co., 
New York, for Beautyrest mat- 
tresses; and the Sloane-Blabon 
Corp., New York, for floor cover- 
ings 


e All these endorsements feature 
Mrs. Betty Eileen McAllister of 
Johnstown, Pa., “Mrs. America of 
1951,” the mother of two children, 
who recently completed a personal 
appearance tour at such stores as 
Strawbridge & Clothier, Philadel- 
phia; J. L. Hudson, Detroit; and 
G. Fox, Hartford, Conn. Mrs. Mc- 
Allister also appeared in super- 
markets and Kresge stores. 

“Mrs. America of 1952” will be 
selected at Asbury Park after a 
number of elimination contests are 
held in about 35 different cities. 
These are sponsored by depart- 
ment stores, radio and TV stations, 
and chambers of commerce. The 
ultimate title winner will receive 
more than $7,500 in prizes, in- 
cluding an Austin convertible, and 
make a four-week “national vic- 
tory tour.” 

Patent holder of the “Mrs. 
America” name is a subsidiary of 
Bert Nevins Inc., press and pub- 
lic relations company at 152 W. 
42nd St. here. The subsidiary is 
“Mrs. America” Inc 


Dealers Sponsor Football 

For the second consecutive year 
the Plymouth Dealers of Detroit 
will sponsor University of Detroit 
football game broadcasts over 
Station WJBK. Al Nagler will han- 
dle the play-by-play of the 11- 
game schedule, which starts Sept. 


22. Powell-Grant Advertising 
Agency handles the dealers’ ac- 
count. 


Lever Bros. Names Scully 

William H. Scully, formerly an 
assistant brand manager, has been 
named advertising brand manager 
for Lifebuoy soap for Lever Bros. 
Co., New York. 


Munising Wood to Bozell 


Munising Wood Products Co., 
Munising, Mich., manufacturer of 
wooden ware, has appointed Bozell 
& Jacobs, Chicago, as its agency. 


Acquires N. ]. Grocery Chain 

Grand Union Co., New York 
food chain with 286 stores in six 
eastern States, has taken over full 
operations of the 35 grocery stores 
and supermarkets of Great East- 
ern Stores in northern New Jersey 
Grand Union will use five columns 
on 15° in 85 dailies and about 40 
radio and TV spots to announce 
the deal. S. Duane Lyon Inc. is 
the company’s publication agency, 
and French & Preston handles its 
radio-TV account 


Jerrold Names Mass, Lucas 


Sydney J. Mass, advertising 
manager of Jerrold Electronics 
Corp., Philadelphia, has been 


named sales manager. Edmund D 
Lucas Jr. has been named adver- 
tising and public relations manager 
of the company 


Elects Hartmann President 

Gilbert L. Hartmann has been 
elected president and treasurer of 
Milwaukee Flush Valve Co., suc- 
ceeding the late Julius S. Judell 
Harry F. Leonard has been elected 
v.p. in charge of sales 


Philadelphia Adwomen Elect 

Jerrie C. Rosenberg of Lavenson 
Bureau of Advertising has been 
elected president of the Philadel- 
phia Club of Advertising Women 
Other officers elected are: Mrs 
Mary Whitmore, v.p.; Catherine 
A. Bradley, treasurer; Mrs. Shiran 
Dalrymple, corresponding secre- 
tary, and Mrs. Henel M. Gingrich, 
recording secretary 


Typo Arts Group Elects 

The Society of Typographic Arts, 
Chicago, has elected Harold W 
Tribolet, extra bindery manager 
of R. R. Donnelley & Sons Co., 
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as president. Other officers elected 
are: Joseph L. Straus, v. p. of Hill- 
ison & Etten, and Bruce Beck, 
Whitaker-Guernsey Studios, v. p.s, 
and Natalie Cherry, secretary- 
treasurer 


Milwaukee S. M.s Elect Jones 

Edward H. Jones of L. C. Smith 
& Corona Typewriters Inc. has 
been elected president of the Mil- 
waukee Sales Managers’ Assn 
Other officers elected were: David 
Sutton, Kremers-Urban Co., v. p.; 
O. P. O'Neil, Roundy, Peckham & 
Dexter Co., secretary, and D. H 
Ingalls, V. E. Kennedy Co., treas- 
urer 


Americas 


FOREMOST 


TOY TRADE 


Mogoatine 


Only ABC Tey Paper 
Oldest in Field 
Leads in Lineage 


Which reaches more families 


» Salt Lake City? 


Here are the coverage facts 


(Corporate Limits) 


LIFE.........20% 
POST.........12% 


COLLIER’S.........9% 


LOOK.........7% 


NArAME.........B5% rusenininn 


of 20% coverage in 91 


with the Salt Lake 


Tribune 


and the picture is similar 
in all Parade cities of origin 


The Sunday Picture Magazine 


adjacent markets of 1,000 


or more population 


Providing a Minimum of 20% Coverage in nearly 


2000 Markets 
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Idaho Potato Crop Has Multiplied in Value 
Seven Times in Past Decade, Shippers Told 


Sun VAa.tey, Ipa., July 10—Be- ing Service of Boise, as well as 
tween 1937 and 1951, the dollar his own agency, emphasized that 
value of the Idaho potato crop in- the increase had been accomp- 

~ creased seven times—from $7,000,- lished “in spite of the fact that 
000 to $49,000,000—according to the consumption of potatoes in the 
David M. Botsford, president of U.S. has shown a steady decline, 


Botsford, Constantine & Gardner reaching a new low of 96.7 pounds 


eh Speaking at the annual meeting per capita during 1950-51.” 
. of the Idaho Potato and Onion Idaho, he continued, sold only 
. Shippers Assn., Mr. Botsford said 16.5% of its crop to the govern- 
that the actual tonnage of the ment in 1950-51, compared with 
state’s potato crop has increased 55% by Maine, 34% by Minnesota 

50% since 1937, when the state and 70.5% by New Jersey. 
legislature enacted a law raising, In the past decade, Idaho sold 
a l¢ per hundredweight on Idaho) potatoes and onions valued at} 
; potatoes and onions for advertis- $465,893,000, with a total adver- 


tising expenditure of $1,210,000— 
a percentage of advertising to sales 
of .0333%, “probably the lowest 
percentage for advertising in the 
entire perishable fruit and vege- 
table industry,” he declared. 


ing and promotion 

In the he added, 
the state’s potato shipments set a 
new record of 50,000 carloads, 
more than 10,000 cars above the 
previous year's total 


1950-51 season, 


e Mr. Botsford, who spoke on @C. G. Rice, head of the field 
behalf of the Idaho Advertising service department of the Idaho 
Commission and Cline Advertis- Advertising Commission, told the 


‘IT's EASY, 
SWHEN YOU 
A KNOW HOW! 


. 


i SALES OF JOHNNIE FAIR SYRUP 


1949 INCREASE| 1950 INCREASE 
; OVER 1948% | OVER 1949% 

i ——— eens 
1st QUARTER 26.6% | 35.1% 
2nd QUARTER | 28.6% | 54.1% 

| 
9 3rd QUARTER | 45.2% 90.6% 
4th QUARTER 59.0% | 5.4% 
ANNUAL TOTAL) 38.5% | 47.4% 
al a TOTAL Sa.és fO® 1080. ane amen TwaN (048 


KWKH MAKES BUSINESS 
SWEET FOR SYRUP COMPANY! 


Late in 1948, Mr. J. R. Murphy of the Shreveport Syrup Company came to 
us for advice. Syrup sales, including those of his company’s Johnnie Fair 
Syrup, had been going down steadily for years. Would radio help — or 
should he look for another product? 


We beliove in radio, and told him so. He decided to try a campaign on 
iF KWKH. The chart above shows the results. 1950 sales of Johnnie Fair Syrup 
were 102.7% greater than in 1948! Yet competitive brands continue to 
i decline! 

What kind of campaign did it take to do the job? During all of 1949, 
| ale Johnnie Fair Syrup was advertised exclusively on KWKH — at first with a 
15-minute, Class C strip on weekdays; and then, later, an additional 15- 


minute, Class B strip. 


Teday the company is also using several radio stations outside KWKH’s 
1s territory. But these two programs on KWKH still represent over half of 
Shreveport Syrup's advertising budget! 


What may we sweeten for you? 


' KWKH 


The Branham Company, Representatives 


¥ 


at 


Henry Clay, General Manager 


| shippers and growers of the need 


for constant improvement in the 
grades of Idaho potatoes, and the 
desirability of shipping cleaner 
potatoes and increasing the per- 
centage of consumer-size pack- 
ages put up in Idaho. 

His report reviewed the com- 
mission's advertising work in 80 
markets in 27 states. More than 
225,000 pieces of display material 
were furnished on request to po- 


tato jobbers, chain stores and 
supermarkets, he said. Newspa- 


per advertising on Idaho potatoes 
ran in 63 markets, and the po- 


tatoes were displayed at regional 
conventions of fruit and vegetable 
growers and shippers throughout 
the U. S. 


Poster Ad Assn. Elects 
Howard D. Cleveland, v.p. of 
Seaboard Advertising Co. and 


Neon 
ada, 
president of the 
ing Assn. of Canada. 
cers elected are: R. J. Miller, Mil- 
ler’s Posting Service, Orillia, Ont., 
and W. G. White, general manager 
of C. E. Marley Ltd., London, v. p.s 


L. B. Hicks Names Ofticers 


L. B. Hicks, president of Law- 
rence Boles Hicks Inc., New York, 
is now also chairman of the board 
W. Robert Mitchell has _ been 
named executive v.p. and direc- 
tor; Sachiko Tasaka has been ap- 
pointed secretary and director; 
Terry Quimby has been named a 
v.p., and Grace Reynolds has been 
appointed treasurer 


Products of Western Can- 
Vancouver, has been elected 
Poster Advertis- 
Other offi- 


Dahlman Joins Compton 

William R. Dahlman, formerly 
v.p. and account executive on 
American Home Products for W 
Earl Bothwell Inc., has joined 
Compton Advertising, New York, 
as a member of the Procter & 
Gamble account group. 


Clarke Joins Prizes Inc. 

Jane Lee Clarke, formerly with 
Crowell-Coliier Publishing Co., 
has joined Prizes Inc., New York, 
to head the script and copy de- 
partments 


ee 


Lt] 


SEALY TAKES TO THE AIR—Joseph F. Zari 


Sealy Inc., bedding marketer, 
overhead “Displo-Mobile’’ 


points out 


pees 


to J. R. Lawrence, executive vice-president 
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ish, sales and merchandising manager of 
the advantages of the company’s new 
Sealy has 


found that the mobile, created by Berger-Amour Studios, Chicago, has doubled the 
life of its disploys, provides motion and also avoids the competition of other display 


material for floor space. It is suspended 


Reemelin Named Sales Mgr. 

Ben Reemelin, formerly in 
charge of dealer for Toro 
Mfg. Corp., has been named to the* 
newly created position of sales 
manager for Coldwell Philadel- 
phia Mowing Co., a recently ac- 
quired Tero subsidiary in Minne- 
apolis 


sales 


Cappel Names Ned Wayman 
Cappel, MacDonald & Co., Day- 
ton, O., merchandise incentive or- 
ganiza‘ion, has named Ned L. 
Wayman Jr. sales representative 
in the Detroit area. Mr. Wayman 
was formerly attached to the com- 
pany’s Dayton headquarters. 


Buckeridge Agency Moves 

Buckeridge Agency, formerly J. 
O. Buckeridge & Associates, De- 
troit, now has offices at 9 Ravine 
Rd., Birmingham, Mich. 
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3 1 The compoct Akron retail trading orea hos a popule- 
tion of OVER A HALF-MILLION! 


Akron has only ONE 


almost every home in 


ERE 


Tele fei: | 


Akron market buyers have o total net effective buying 
income of OVER $800- 


MILLION! 


daily and Sunday newspaper— 


The Akron Beacon Journal—reoching ond SELLING 


the Akron market EVERY DAY! 


LING your sales story 
+ 7 acon Journal is SEL LING 
it to thron buyers! 


AKRON BEACON JOURNAL 


John S$. Knight, Publisher 


Representcd Notionelly by 


Story, Brooks G Finley 


from the ceiling or from light fixtures 


Bigelow Plans October Drive 


Bigelow-Sanford Carpet Co., 
New York, plans to concentrate its 
entire October advertising and 
promotion on Chansonette, a car- 
pet blend of wool and rayon. Four- 
color ads are scheduled in October 
issues of American Home, Bride’s 
Reference Book, Country Gentle- 
man, Living for Young Home- 
makers and McCall's, plus a four- 
color spread in The Saturday Eve- 
ning Post. Dealers will receive ad 
mats, envelope stuffers, radio 
scripts and display ideas. Young & 
Rubicam, New York, is the agency 


s 


Virginia Metal Names Dean 


John H. Dean, formerly in 
charge of the product information 
depar.ment of Virginia Metal 
Products Cerp., Orange, Va., man- 
ufacturer of Mobilwall partitions, 
library bookstack equipment and 


metal doors and frames, has been 
named to the newly created posi- 
tion of advertising and public re- 
lations director 


Westrex Named Distributor 
Westrex Corp., New York, has 
completed arrangemenis with 
Reeve Soundcraft Corp. for exclu- 
sive inteinational distributorship 
of the new Soundcraft line of pro- 
fessional magneti: recording films. 


Here is the New Home Market— 
Packaged completely—Delivered 
eco 1omically to the advertisers of 


BUILDING MATERIALS 
HOME EQUIPMENT 
DECORATING 
FURNISHINGS 
FINANCING 
INSURANCE 


There is no waste circulation in the 
Small Homes Guide Reader Mar- 
ket. Over 400,000 (A. B. C.) Fam- 
ily Readers buy SMALL HOMES 
GUIDE on the newsstands—twice 
each year—for just one reason 
—tThey are New Home Builders. 


Ly 
p Twice YEAR 
SPRING and Fall 
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Florida Citrus Exchange Names R&R; 
Will Market New Frozen Concentrate 


Tampa, July 13—Florida Citrus 
Exchange, cooperative that rep- 
resents more than a fourth of the 
State’s citrus growers, has ap- 
pointed Ruthrauff & Ryan, New 
York, to handle advertising of 
Sealdsweet fresh fruit, canned 
juice and frozen concentrate. 

The exchange has used the 
Sealdsweet name on the fresh 
and canned items for many years, 
and decided last week to market 
frozen concentrate under the same 
name. 

Prior to the Ruthrauff appoint- 
ment, the exchange had not been 
actively engaged in any advertis- 
ing program, although it did have 
an agency here in Tampa, Yorkun- 
as Advertising Agency. 

Although the exchange did not 
announce how much it planned to 
spend on advertising, J. B. Prevatt, 
president of the growers’ co-op, 
said that it would make available 
an initial test appropriation of 
“about $100,000” for R&R to work 
with. 


@ It also was reported that plans 
are in the making for “greatly in- 
creased expenditures in behalf of 
the Sealdsweet name.” 

The advertising program will 
stress the top quality and health 
benefits of Sealdsweet citrus prod- 
ucts on a year-round basis and will 
be designed to coordinate with 
the extensive commodity advertis- 
ing program of the Florida Citrus 
Commission (through J. Walter 
Thompson Co.), according to John 
T. Lesley, general manager of the 
exchange. 

Dawson L. Newton, who was 
advertising manager of the Florida 
Citrus Commission for three years, 
resigned recently to join Ruthrauff 
& Ryan as director of grocery mer- 
chandising (AA, July 2). He pre- 
sumably will figure in the hand- 
ling of the exchange account. 


e Mr. Lesley said the co-op’s de- 
cision to market frozen concentrate 
under its own label was prompted 
by the fact that many of the 3,000 
grower-members were “unable at 
certain times to sell their fruit 
this past season to frozen concen- 
trate processors.” 

“Florida,” he pointed out, “pro- 
duced a 100,000,000-box crop for} 
the first time this season, and it} 
became obvious that all methods | 
of astriBution—fresh fruit, frozen 
concentrate, and single strength| 
canned—must be utilized to the 
fullest extent. 

“Since less than 20% of the said 
ple in the nation are now using | 
frozen concentrate and the field 
is wide open for further distribu- 
tion, our growers are seeking to| 
take advantage of this marketing 
opportunity.” 

He said that over the years more 
than $4,000,000 has been spent to 
establish Sealdsweet as a leading 
fresh fruit brand in northern mar- 
kets. The exchange growers mar- | 
ket their fruit cooperatively} 
through 46 packing houses | 
throughout the citrus belt, and a) 
number of exchange affiliates also | 
operate canning and concentrating 
plants. 


Philco Cuts TV Schedule 

Philco Corp., Philadelphia, will 
sponsor Don MeNeill’s “TV Club” 
on alternate Wednesdays at 9 p. m., 
EDT, when the show returns to 
ABC Sept. 12, after a summer hia- | 
tus. Last year the appliance manu- 
facturer aired the program weekly. 
Hutchins Advertising Co. services 
this account. 


Alfred Nalle Joins ‘Notions’ 

Alfred S. Nalle Jr., formerly 
with Consumers Aid Inc., has 
joined the eastern advertising 
staff of Notions & Art Needlework, 
New York. 


} 


| Union Oil Co. Signs 
West Coast TV Show 


Los ANGELES, July 10—Union 
Oil Co. has signed to sponsor 
“Watch and Win” on Station KPIX, 
San Francisco, and Station KTSL, 
Los Angeles, beginning Aug. 1. 
| Union has sponsored telecasts of 
| special and seasonal events, but 
| this is its first use of television on 
|}a continuing program basis. 

Choice of the program was dic- 
tated by its promotional possibil- 
ities, company officials said. Ben 
| Alexander, headliner on the half- 
hour quiz, owns two Union Oil 
stations in Hollywood and is there- 
fore familiar with the company’s 
| products and services. 


| 

s Contestants for the quiz are se- 
lected from cards, available only 
jat Union Oil stations, sent in dur- 
ing the week. Other aspects of 
the quiz involve miniature Union 
gas pumps and shelves of alterna- 
ting rows of Royal Triton oil and 
Triton oil cans, containing various 
amounts of prize money. All the 
contestant has to do, after answer- 
ing a qualifying question, 
pick a can or pump and collect 
whatever amount it contains. 

In addition to product promo- 
tion, some time will be given to 
institutional advertising. Copy will 
be similar to that running regu- 
larly in printed media. Each week, 
Mr. Alexander will discuss some 
phase of the company or the oil 
industry on a public relations level. 
Viewers will be told that it is the 
answer to one of the questions to 
be asked the following week. 

Foote, Cone & Belding’s Los An- 
geles office handles the Union Oil 
Co. account. 


Imperial Tobacco 
Plans New Effort 
to Cut Fire Losses 


Toronto, July 12—A public ser- 
vice campaign to prevent fire loss 
through carelessness has _ been 
started by the Imperial Tobacco 
Co. of Canada. The company con- 
ducted a similar drive last year. 

The campaign will use 16mm 
and 35mm films, radio, direct mail 
printed material and ads in out- 
door publications. One 35mm 
newsclip will be shown in major 
theaters throughout Canada, under 
the sponsorship of the Canadian 
Motion Picture Distributors’ Assn. 


16mm version of the same film | 


will be made available to woods 
operators, traveling film libraries 
and other interested groups. 

Symbol for the campaign will be 
a medallion showing a burning 
cigaret, with the admonition: “En- 
joy It—Then Be Sure It’s Out.” 
The symbol will be used where- 
ever possible in Imperial’s cigaret 
and cigaret tobacco advertising, 
and is being reproduced in four 
colors on stickers, metal signs for 
forest areas, and cardboard signs. 

During last year’s drive 10,000 
15x18” metal signs, 40,000 card- 
board replicas and more than 200,- 
000 stickers were distributed. 

Fire prevention warnings will be 
broadcast on all Imperial Tobacco 
radio programs. 


AFA Will Meet in N. Y. 


Advertising Federation of Amer- 
ica will hold its 48th annual con- 
vention and exhibit at the Wal- 
dorf-Astoria Hotel, New York, 
June 8-11, 1952. This will be the 
first AFA national meeting to be 
held in the East since 1947 when 
the organization met in Boston. 
Last previous AFA convention in 
New York was in 1943. 
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NEW APPROACH—Cartoons by Stan and Janice Berenstain, each presenting o “case 
history” for Jockey underwear, will appear in full and half pages this fall in Collier's, 
Esquire, Life and The Saturday Evening Post, longtime Coopers media, as well as 
American Magazine, Holiday and True, new additions to the list. The new ap- 
proach for Coopers underwear, hosiery, sport shirts and sport shorts, wos worked 
out by Jack Wyss, Coopers advertising manager, and Henri, Hurst & McDonald, the | 
company’s agency. 

| 


New Hagen Bill Cuts 2nd Class Increases 
in Half; Minority Report Hits Older Bill 


WasuincrTon, July 13—While the! discussion of that class, even 


53 


FTC Says Publishers 
Aid Book Clubs in 
Unfair Competition 


WasuHincTon, July 11—The Fed- 
eral Trade Commission issued 
complaints today charging six of 
the country’s largest publishing 
houses with engaging in unlawful 
practices which give book clubs 
an unfair competitive advantage 
over retail book stores. 

Named in the complaints are 
Doubleday & Co., Harper & Broth- 
ers, Houghton Mifflin Co., Little, 
Brown & Co., Random House and 
Simon & Schuster 

Book-of-the-Month Club and 
the Literary Guild of America, the 
latter a wholly-owned subsidiary 
of Doubleday, are not cited as 
respondents in the complaints, but 
are named as being among the 
book clubs which have benefited 
by restrictions and conditions the 
publishers allegedly impose on 
retailers who compete with the 
clubs in the sale of books of the 
same title, grade and quality. 


@ The complaints charge the pub- 
lishers with “indirectly discrimi- 
nating” against retail book sellers 
by leasing of printing plates of 
selected titles to book clubs ex- 
clusively, and requiring retailers, 
but not the clubs, to sell at figed 
minimum resale prices. 
According to the complaints, the 
publishers’ practices have ten 
to restrain and eliminate competi- 
tion in the sale of books; have 
given book clubs an unfair coff- 
petitive advantage over retail bapk 
sellers; have tended to create Gn 
the clubs a monopoly in the s@le 
of books, and constitute unf@ir 
methods of competition in viola- 
tion of the Federal Trade Commis- 


sion Act 
. 


Senate post office and civil serv- 
ice committee is expected to com- 
plete its action on postal rates 
next Tuesday, Representative Har- 
old C. Hagen (R., Minn.) today 


introduced another substitute rate | 


bill, calling for 10% 
second class during each 
next three years 

Along with his new bill, Mr. 
Hagen submitted a 4,000-word 
minority report, which reviewed 
many of the oft-repeated objec- 
tions to H. R. 2982 (which would 
raise second class rates 20% each 
year for three years). Mr. Hagen 
secured signatures of seven fellow 
committeemen on his report. 

He said the committee bill was 
“inadequate, unrealistic, and self- 
defeating,” as well as inconsistent 
and discriminatory. He urged that 
the house re-commit the bill in 
order to study the Post Office De- 
partment’'s efficiency, its cost as- 
certainment system, the tax loss 
to the government by the increased 
rates, and the public interest in 
low second class rates. 


increases in 
of the 


es Mr. Hagen did not mention first economy of operation,” the report | 


class letters and air mail in his 


though a I¢ increase in the letter 
rate would bring in a larger reve- 
nue than all the increases in the 
other classes combined. 

| The additional income from a 
60% increase in second class, the 
minority report stated, would be 
“trivial by comparison with the 
damage involved for newspapers 
and magazines—many of which 
would be destroyed.” 

This increase, Mr. Hagen added, 
is too drastic, and is made in the 
face of a volume of testimony to 
the effect that the maximum in- 


crease that publishers can stand at} 


| this time is 30%, and even the 
30% increase will cause many pub- 


| lishers either to seek other means 


lof distribution or cease publication. | 


|@ “If further increases in postal 
|rates are voted prior to putting 
procedural recommendations into 
effect, it will remove much of the 
incentive to the Department to 
improve the efficiency of its or- 
| ganization, modernize its methods 
and equipment, and get maximum 


stated. 


| 


Federated Department Stores 
Adds Sanger Bros., Dallas 


Directors of Sanger Bros., Dal- 
las, have voted to add their store 
to Federated Department Stores, 
Cincinnati merchandising organi- 
zation. Sanger, which grossed $22,- 
423,000 for the vear ended Jan. 31, 
will effect the deal through an ex- 
change of stock 

Federated grossed $3898,000,000 
for the 53 weeks ended Feb. 3. 
Members include: Abraham & 
Strauss, Brooklyn; Blooming- 
dale’s, New York; Boston Store, 
Milwaukee; Filene’s, Boston; Fo- 
ley’s, Houston; Halliburton’s, 
Oklahoma City; F. & R. Lazarus, 
Columbus, O.; and John Shillito 
Co., Cincinnati. 


Appleton Appoints Rost 


Appleton Electric Co., Chicago, 
has named O. Fred Rost v.p. in 
charge of industrial relations. 


| Colvin. Diener, Husting 

| Elected Leo Burnett V. P.s 

| Don Colvin, William Diener and 
Charles Husting have been elec- 

| 


=f 


Colvin 


Diener 


Husting 


|ted v.p.s and account supervisors 
| of Leo Burnett Co., Chicago. 

| All three had previously been 
; account executives 


Jam Handy Promotes Goelz 


Herman Goelz, on the New York 
Sales staff of Jam Handy Organi- 
zation, has been named head of 
that office. 


e Each of the publishers also is 
charged with violation of the Clay- 
ton Act, as amended by the Robif- 
son-Patman Act, by selling pub- 
lisher’s editions to some whole- 
salers or jobbers at higher priées 
than it charges other competing 
wholesalers or jobbers for bogks 
of like grade and quality. 

While the discount schedules 
vary among publishers, the come- 
plaints allege that all are discrinmi- 
natory and that their effect may 
| tend to create monopoly or to “in- 
jure, destroy or prevent competi- 
tion with respondents or with cer- 
tain jobbers or wholesalers who 
receive the benefit of said dis- 
criminations or with the customers 
|}of either of them.” 

Twenty days have been allowed 
for filing answers to the com- 
plaints. The first hearings are 
scheduled for Sept. 10 in Wash- 
ington. 


‘More Promotion 
Urged for Vermont 


| Monrpevier, Vt., July 11—Elisa- 

beth Shoemaker, of the advertis- 
ing committee of the New England 
Council, advised members of the 
Greater Vermont Assn. last week 
that $59,000 should be appropri- 
ated by the association and six 
area units to bolster the state’s 
weak promotional activities. 

Noting Vermont's lagging behind 
other New England states in popu- 
lation increase, lack of off- 
season promotion, and its low pro- 
portion of out-of-state advertising 
and publicity, Miss Shoemaker 
urged that an intensive program be 
undertaken by the association, 
which recently replaced the Ver- 
mont Chamber of Commerce. 

The drive should be coordinated 
with activities of the Vermont De- 
velopment Commission, she said. 
The commission’s ‘51 budget is 
$115,000, and Hays Advertising 
Agency, Burlington, handles its 
account. 
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SOUTH CAROLINA’S 
_ SUPERMARKET! — 


SOUTH CAROLINA’S 


LARGEST 
METROPOLITAN 
AREA 


(U. S. Census, 1950) 


. 


LEADS BY FAR IN 


GREENVILLE $151,050,000 
; 


Columbia —_ 136,965,000 


: 
Charleston 125,097,000 


Sales Management 1951 


Greenville leads also in Popu- 
lation, Employment, Wages, 
and Automotive Registration. 
South Carolina’s First Metro- 
politan Area is your first mar- 


ket in S. C. 


= 


z . 


Operotors of WFBC - NBC - $000 Wetts 
~ oe. aa 2 


Carola 


Advertisers, Agencies Shy Away 
from ‘Credits’ to Agencies on Ads 


(Continued from Page 1) 

be jettisoned by the sinking ship 
It seems to me that the time has 
come for the advertising people to 
acknowledge boldly their responsi- 
bility, and identify themselves 
with the creatures of their crea- 
tion.” 


e But few advertisers or agency 
executives agree with Mr. Weil 
that signing ads would accomplish 
the desired effect, and only one 
agency, N. W. Ayer & Son, makes 
a point of signing its name, in 
igate type, to ads. Typical com- 
ments on Mr. Weil's letter includ- 
ed the following: 

Wallace Meyer, president, Rein- 
cke, Meyer & Finn, Chicago: 

‘If that would help make shady 
advertising honest, I would be in 
favor of it. First because the pub- 
lic deserves honesty in all adver- 
tising; second because dishonesty— 
even mild exaggerations and mis- 
representations—is bad for the 
advertising business. 


s “But the great majority of ad- 
vertisers are proud of their names 
and the integrity of their names. 
They would not permit their ad- 
vertising agencies to say anything 
over their signatures which they 
would not say themselves under 
oath. To these, I do not believe the 
addition of an advertising agent's 
name ‘would add anything and I 
doubt if most of them would relish 
the thought that they needed a 
co-signer to support their state- 
ments 

“On the other hand, there might 
be a few who would like to have 
a co-signer to make their phony 
claims look true, and I’m afraid 
they could find co-signers whose 
morals were no better 

“So why cloud the issue? So long 
as an overwhelming percentage of 
ali advertising is commercially 
honest, why detract from the ad- 
vertiser’s message with a second- 
ary signature?” 


s Sidney Garfield, president, Hir- 
shon-Garfield Inc., New York: 

“From the standpoint of getting 
advertising copy written with more 
integrity, the idea of having the 
copy signed by the agency is a 
very constructive one. It might 
even be better to have the copy 
signed by the writer. 

“If writing advertising copy is 
a creative art, which it should be, 
then the author should receive 
both the credit and the responsi- 
bility. 

“In substance, I agree with Mr. 
Sidney Weil's letter on this sub- 
ject. 

“While it is true that the main 
reason why a creative man goes 
into advertising is for the mone- 
tary rewards, still he cannot 
change his basic nature, and one 
of the great rewards for someone 
who does creative work, is recogni- 
tion for his work as something 
personal. 


a “Signing a piece of creative 
work, whether it be a commercial 
piece of copy or art, stimulates a 
very healthy sense of pride on the 
part of the creator and unques- 
tionably leads to much better 
work. There is too much facile 
cynicism that goes into the creation 
of copy, art and other forms of 
advertising salesmanship. 

“I am one of those who believes 
that integrity pays off at the box 
office as well as in the ‘innards’ 
of those who create. 

“In our highly industrialized 
American society, the great 
philosopher Schweitzer points out, 
we have become mechanized 
that we are more and more losing 
the priceless satisfactions which 
come from creating something and 


as 


so 


being recognized for the act 
creation. 

“I am also one who believes that 
in every industry there comes a 
time when the shock element of 
a new departure or a new tradi- 
tion, or a new road acts 
wholesome stimulant for 
tire industry. 

“The signing of advertisements 
by the agencies or the writer 
would provide this kind of stimu- 
lation to the entire advertising 
profession and would develop an 
even keener sense of competitior 
among agencies to do better and 
more constructive work.” 


of 


as a 


the en- 


e W. B. Henri, president, Henri, 
Hurst & McDonald, Chicago: 

“We don't believe this is good 
practice and we would not be in 
favor of it. 

“So many different people con- 
tribute to the production of any 
good advertisement 
scarcely ever the work of one man 
or woman and when an advertise- 
ment is completed, it would be un- 
fair to give the credit to any one 
person. 

“Furthermore, we don’t believe 
the advertiser would like it. After 
all, it is his advertisement which 
he pays for, and the more attrac- 
tive the ad is the more important 
it is for him to get all the credit.” 


s J. C. Cornelius, executive v. p., 


Batten, Barton, Durstine & Os- 
born, Minneapolis: 

“I disagree with Sidney Weil. 
I do not think that this is the 


proper way to develop responsibil- 
ity in advertising. 

“Also, it would create pirating, 
unnecessarily and_ fantastically 
raise salaries, and in the end defeat 
its own purpose. It would cause 
many writers to overwrite for ef- 
fect rather than sales. I think it is 
one of those suggestions which 
sounds wonderful when you hear 
it but just naturally won't work.” 

G. A. Phillips, advertising man- 
ager, Cluett, Peabody & Co., New 
York. 

“I personally see no great value 
that would come from this. 

“As far as I am concerned, I am 
not in favor of including the agen- 
cy name in our advertisements. 
As a matter of fact, we do not in- 
clude the names of great artists, 
who draw the illustrations in many 
of our ads.” 


e H.H. Kynett, Aitkin-Kynett Co. 
Philadelphia: 

“I do not believe in the practice 
It seems to me that an advertise- 
ment ought to be signed by the 
company responsible for the issu- 
ance of the advertisement—and 
that of course is the advertiser. 

“I do not think that when it 
comes to commodities or services 
the public interested in in- 
dividuals or, indeed, in individual 
agencies. After all, the crux of the 
matter lies in the fact that an ad- 
vertisement should be designed so 
as to make the best possible con- 
tact with the market on behalf 
of the advertiser.” 

John A. Cairns, president, An- 
derson & Cairns, New York: 

“Generally speaking, I think it 
would be a poor thing for advertis- 
ing agencies to. sign their names 
to advertisements. I can see special 
occasions where such a_ thing 
would be helpful both to the agen- 
cy and to the client, but not for 
the reasons Mr. Weil gives in his 
letter. 

“When an agency has sufficient 
stature in a specialized field, its 
signature on an advertisement 
could possibly be helpful to a 
client, and particularly to one who 
is new in the field. Except for that 
it seems to me that advertising 
generally should stand on its own 


is 


that it is) 
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AD COUNCIL BOOST—M. J. Spiegel (left), president and general manager of 
Spiegel Inc., Chicago, poses with Fairfax M. Cone, board chairman of Foote, Cone 
& Belding and chairman of the board of directors of the Advertising Council, after 


receiving a special Ad Council citation for 


“outstanding public service.” Spiegel’s fall- 


winter catalog, being distributed this month, carries a full-page ad for the council's 
four-year-old better schools campaign 


feet as an instrument for selling 
both the product and the corpora- 
tion behind it to the trade and to 
the American public. 

“I cannot go along with Mr. 
Weil’s view that a signature on an 
advertisement will make any par- 
ticular difference. All advertise- 
ments are signed by the company 
that pays for them and most com- 
panies are fine people. If they 
are, at times, guilty of releasing 
advertising that is in poor taste, I 
fail to see that there would be 
much change in the situation if the 
agency's signature were to be 
added to that of the client.” 


e Walter H. Lowy, v.p., Formfit 


Co., Chicago: 
“Advertising is the voice of the 
advertiser, not the voice of the 


technician who communicates that 
voice. The responsibility for the 
ethics of an advertisement lies 
squarely with the advertiser and 
not with the agency, the advertis- 
ing director or any one single per- 
son. 

“I believe that quite the con- 
trary effect, as suggested by Mr. 
Weil, would come to pass if every 
time an advertiser published an 
ad he could disclaim the responsi- 
bility by saying it was the work 
of his agency or his advertising de- 
partment. 

“One of the weaknesses, in my 
opinion, of the function of adver- 
tising today is that it is considered 
something apart. Just as some bus- 
iness men are specialists in ac- 
counting, or production or selling, 
so, too, should some business men 


7 LARGEST | 


Retail Sales Market 


In Illinois .. . 


130,849,800* 
Be MARKET-WISE . . . Buy MARKET-SIZE! 


Don't let the magical ‘50,000 population"’ limit stop you 
from reaching over 130,000 consumers in the Pantagraph 
Market, one of Central Illinois’ richest. Pantagraph readers 
bought from one-third to one-half more than the readers in 
four Ilinois markets with over 50,000 population. 


Put These Facts On Your Media Scoreboard: 


% The Pantagraph has the second largest circulation 
among 74 evening newspapers in Illinois.* 


% The Pantagraph Market is the 2nd largest in “down- 
state” Illinois covered by one newspaper.* 


*Copyright 1950. Sales Management Survey of Buying Power; fur- 
ther reproduction not licensed. Chicago excluded in all comparisons. 


You're Market-Wise when 
you advertisein .. . 


Represented by Gilman, Nicoll & Rutnman 
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be concerned with advertising and 
not build up the myth that adver- 
tising men are in business. 

“Followed to its logical conclu- 
sion, every piece of merchandise 
manufactured should carry the 
names of everyone who had a part 
in making it. 

“A thousand times No! Let’s do 
nothing that will make advertising 
the voice of advertising technicians 
rather than the voice of business.” 


man Advertising Agency, Colum- 
bus, O.: 

“We like to feel that our adver- 
tising agency is just as the name | 
implies—an agent for our clients 
While we are mighty proud of the 
ads we create, we’re perfectly sat- | 
isfied to bask in the reflected glory 
of producing results over our 
clients’ names. 

“Mr. Weil is probably thinking 
primarily in terms of full-page ads 
in national publications. Where | 
would he draw the line as to sign-| 
ing ads for lesser space units? How | 
about the real small space meas- 
ured in lines, where every single 
line must do a selling job? Would 
these be signed, too? 

“Mr. Weil broadly intimates 
that the client has little to do with 
the creation and that outside of 
paying the bills, he is only techni- 
cally responsible. Maybe Mr. Weil 
has never met some of the deep- 
thinking advertising managers or 
Vv. p.s in charge of sales from some 
of the smaller midwest companies, 
that cooverate very closely with 
their advertising agency. We have 
quite a few among our clients and 
I'll say this for sure, as sharp as 
we believe we are at the agency, 
these men are cefinitely a con- 
tributing factor in creating any 
campaign. They are smart, they 
know what sells, they have hard- 
earned background knowledge of 
their products, and most certainly 
they stimulate better effort.” 


s Bert S. Gittins, Bert S. Gittins 
Advertising, Milwaukee: 

“The idea of having the writer 
sign his advertisements has _ its 
points. As an agency man, I would 
certainly have no objection to any- 
thing which would add to the rec- 
ognition and prestige of the ad- 
vertising agency; neither would I 
shrink from the responsibility that 
would go with such identification. 


FALPACO 
COATED 
BLANKS 


are the answer 
to your 1952 
Calendar Problems 


It makes no difference whether 
your calendar is to be run offset, 
letterpress, or screen process, the 
Falulah Paper Company has special 
coatings for each process, at no 
extra cost. 

Outstanding advantages are maxi- 
mum flatness, less tendency to curl, 
blue-white, smooth, level coating. 
They assure finest reproduction 
qualities. 


Specsty 
Falpaco Coated Blanks 
Disirtbuted by 


Authorized Paper Merchants 
from Coast to Coast 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE e 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 


s Gus K. Bowman, Byer & il 


PR ANNIVERSARY—Dr. Albert V. Purinton (right), president of the Philadelphio 


Forge of the American Public Relations 


Assn., observes the first anniversary of 


the founding of the group by accepting the anvil and gavel, the organization's 
symbols, from Stephen James, vice-president of the APRA. Looking on are Miss 
Evelyn Shuler (left), secretary of the Philadelphia Forge and director of public 
information of Penn Mutual Life insurance Co., and Mrs. Edward A. Shumway Jr., 


public relations consultant and chairman of the Forge’s program committee. 


“On the other hand, don’t you 
think the agency signature at the 
bottom of an advertisement might 
be disillusioning to many readers? 
Some of the better advertisers take 
the responsibility of what they say 
to their readers very seriously. 
They look upon each advertise- 
ment as a direct message from 
company (and that means man- 
agement) to customers and pros- 
pects, or perhaps to dealers. The 
introduction of a third party to the 
conversation would be a little bit 
like talking through an interpreter 
—particularly to people who know 
very little about advertising agen- 
cies and their function. 

“If you have the writer sign his 
advertisement, why not carry the 
idea a step further and have the 
ghost writer identified when a 
politician or executive delivers a 
speech? For example, when Mr. 
DiSalle talks to the cattlemen in 
Chicago about price controls, he 
could announce, ‘This speech was 
written by Sidney Glotz, of 
Brooklyn.’ That would have an 
advantage because it would give 
the cattlemen a good idea of how 
seriously to take the speech. 

“Of course the ultimate effect 
of such a plan might be helpful in 
that it would encourage public 
speakers to select ghost writers 
who know something about the 
subject. 

“In general, I would say that 
the idea of writer identification is 
admirable, but that it suggests a 
few complications.” 


Townsend Named Sales Chief 

M. W. Townsend, assistant to 
the v.p. in charge of sales of Han- 
dy & Harman, New York, precious 
metals, has been named director 
of sales with headquarters at the 
company’s general offices in New 
York. 


Hamilton Names Roger Perry 

Roger L. Perry has been named 
sales director of the _ printers’ 
equipment division of Hamilton 
Mfg. Co., Two Rivers, Wis., suc- 


joined Western Newspaper Union. 


Atchison Joins Elgin Watch 

David J. Atchison, formerly pub- 
lic relations director of Wesley 
Memorial Hospital, Chicago, has 
joined Elgin National Watch Co., 
| Elgin, Ill., as assistant public re- 
lations director. 


Buys ‘American Bank Reporter’ 
Banker Publishing Co., Atlanta, 
publisher of The Southern Banker 
and Southern Bankers Directory, 
has purchased “American Bank 
Reporter,” published by Charles 
Steurer Press Inc., New York. 


American Butane to Sackheim 
American Butane Corp., New 

York, manufacturer of Bedford 

butane gas lighters, has appointed 


Ben Sackheim Inc., New York, as 


its agency. 


Hosler Elects Thompson 


A. R. Thompson has beer, elected 
president of Hosler Advertising, 
Peoria, Ill., succeeding Lyle Hosler, 
who has resigned. Kennan M. 
Emery has been named Ist v. p. 
and treasurer, and Lewis S. Ross 
has been appointed 2nd v. p. and 
secretary. 
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$800 000 Awarded to | AIGA Holds Magazine Contest 
“ 5 “ee | Entries for the Magazine Show 
Bride & Groom in sponsored by the American Insti- 

jtute of Graphic Aris are being ac- 
. s jcepted until July 27. Awards are 
Idea Piracy Lawsuit es each year to magazines con- 

Los ANGELES, July 10—Radio sidered —_—e = ——_ and 
, pee, aay eee AED | 28 appearance. Each classification is 
ing over the $800 000 ns ASP” |judged on its own ‘merit giving 

, _— equal opportunity to publications 
the owners of the “Bride and|of both small and large circulation 
Groom” TV show by a Los Angeles Entry blanks and list of qualifica- 
superior court jury last Thursday.|tions may be obtained from the 

John Masterson, John Reddy and AIGA, 102 E. 40th St., New York 

John Nelson, producers of “Bride | 16. 
and Groom,” had sued KLAC-TV, | 
Hollywood, for $1,000,000, claim- 
ing the station’s “Wedding Bells” 
program had pirated the “Bride SAVE On 
and Groom” radio and TV format. | 
The jury didn’t go for the $1,000,- 
000 but its $800,000 judgment was 
enough to make the award the 
largest ever made in television or 
radio program litigation. 

The judgment was entered 
against KLAC-TV; its owner, Mrs 
Dorothy Schiff Thackery, who is 
also owner of the New York Post 
Don Fedderson, station manager 
and G.A.M. Productions, producer 
of “Wedding Bells.” 

“Bride and Groom,” a daytime 
radio program for five years on 
ABC, is now a daytime TV show 
on CBS, sponsored by Hudson Pa- 
per Napkin Co. “Wedding Bells” 
is televised locally and has also 
been shown on kinescope in Cin- 
cinnati and Detroit. 

The verdict will 
appealed. 


probably be 


reprinted from BRIEF current issue 


IMPORTANT 


for National Advertisers 
and Advertising Agencies 


You are invited to secure complete basic details regarding 
money-saving methods we have developed to handle your 


Mass Mailings of Advertising Literature, Premiums 
Mailings to Occupants’ Lists 


(To Reach Consumers Direct) 


“Base Point” Mailings 


(Save on Parcel Post Mailings by Decentralizing) 


ceeding Ray C. Cook, who has re-| 


@ These services areavailable through- 
out the United States and Canada. 

We function as your own Depart- 
ment . . . operate on a per-job basis 
to relieve you of burdensome labor, 
payroll, list maintenance and other 
details . . . perform more efficiently, 
faster, more accurately and with 
greater economy. 

Complete details without obliga- 
tion—by mail or from one of our 
executives... 

Wire...write...or telephone NOW, 
to get lined up for your Fall planning. 


Zone Offices & Affiliates 
throughoutthe U.S. & Canada 


ADVERTISING DISTRIBUTORS ot AMERICA 


400 MADISON AVENUE + NEW YORK 17, N.Y. ¢ MURRAY HILL 86-6500 
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International Ad Conference Draws 


2,750 Delegates from 


38 Countries 


epereNe NNR 


. 


oer ene 


DOUBLE 
of the boord of Foster 
outdoor odvertising concern 


cheirmon 


CELEBRATION—George W. Kleiser 
& Kliewer 
ocknowledges the tribute the 


cofounder ond ef to right 
Son Francisco 


Sor 


Co 


ore: D. R McNeill Jr 
+p. ond president of Foster & Kleiser 
saies counsel ond director of odvertising, Sunshine Biscuits, who 


ond G. B. Haynes, executive 


Mr. Keiser, Gene Flock 


Francisco odclub poid his compony on its onnrversary wos guest specter, ond Robert & Gros, monoger of advertising 
celebrated on Mr. Kieiser’s 77th birthday. Joining in the applause tor Pacific Gos & Electric Co., chairman of the celebration 
ncrease of 40% in the r r of to have exce ms. Much 
entering forests in pe- vertising work ns to be 
rioa numoder Nave 
jobs within two 


e Frederic R. Gamble 
Four A's 


there is room for 6,000 new people 


president of 


the told the conference 
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one rection a he most reaction- tr rm the 2 ears the 
ary advertiser cc have made neept of a ga ere 
in the opposite aire ' met Os 200 na roac- 
ened to the point that it recog- 
e “When a large yer f ad- zea 4 powerful force to gain 
vertiser no one of whom con- under ng of the tions of 
tributes 4 major share of the news- iu corm f € and to in- 
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House Organ Printing eam henry 


MOOERN, high speed 
letterpress and offset plant located 
in fovorable wage rate crea with 
good railroad connections to prin 
cipol midwestern cities offers od 
vontoges of quality, service and 
price. We welcome the opportunity 
to confer on your printing problems 


CENTRAL PRESS, Inc. 


MARION, INDIANA 


ic freedor 


Car r government, and in 
proce ender Annece ary ¢ 
pulsory government measure 
Describing the work of the Ad- 
ertising Council, Mr. West said 
that the t fire prevention 
cam paigy caused people to 


overcome 


"ir careiessne 


r > so 
been an average of 20.- 


there ha 


(00 fewer forest fires per year in 
the past five years in spite of an 


each year in the advertising field 
in the U.S. He esti that 
there are 90.000 people engaged in 
sdvertising now in the U.S 

In the agenc business, he said 
there are about 30.000. Half of 
these are advertising specialists 
ind the remainder enographic 


and clerical help 

Mr. Gamble cited the annua! 
Four A's examinations adver- 
tising as a successful organized ef- 
fort to attract high-caliber young 
and to screen them for ad- 
careers. In the five years 


for 


people 


. + g 
VeTUSsiIng 


that the examination has been 
given, he said, over 3,500 young 
people have been tested, and 30% 
of the candidates have been found 


WHY ADMEN 


GET ULCERS... 


Bu WHEN THE BILLS CAME 
TO THAT ESTIMATE WAS PURELY 


IN—ANY RESEMBLANCE | 
COINCIDENTALS =| 


WELL BELOW 


Eniarged reprints avaiiabe upon 


equest 


DOWN TO THE PENNY, 8.) —1LL BE 
SURPRISED IF YOUR COST ISNT Z 


| HE ACCOUNT EXECUTIVE INSISTS THEIR | | 
ESTIMATE IS RIGHT ON THE NOSE ——— | 
VA tals TIME WEVE FIGURED IT RIGHT 


FEW HUNDRED OVER 
THE ESTIMATE 
SLIPPED UP ON IN- 
CLUDING THAT SPECIAL 
RESEARCH AND THOSE 
EXTRA ART AND HALF- 
TONE CHARGES. 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR. . . 


Leading total net paid circulation * Greatest total subscriptions to farm 
equipment dealers and jobbers * Top voluntary subscription rate * Con- 
sistent leader in advertising volume. 


alt your “ey v MI Nfetentahivg «4° 
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IMPLEMENT 


& TRACTOR 


KANSAS CITY 6, MO. 


hearts of nm 


ideological struggle ahe< 


he s . “but we would be e 
culpable if we did not recog 


tools and skills of adver- 


tising have a great contribution to 
make.” 

Kar! M. Mann, 
Sheppard-Mann Publishin 
of Associated Busi- 


tnat the 


and secretary 
ness Publications, said that of the 
10,423 publications of all kinds 


other than newspapers in Great 
3ritain and the U. S., no less than 
3,054 are business papers, approx- 
imately one-third of the total 


“About 26% of all periodicals 


in the U.S.,” Mr. Mann said, “are 
business papers, and in Great 


Britain and Ireland the percentage 
rises to 36%.” 


@ Mr. Mann described how Amer- 
ican publishers have voluntarily 
policed their own industry and de- 
scribed the activities of the Audit 
Bureau of Circulations and the 
Controlled Circulation Audit in 
this connection 

“It is regrettable,” he said, “that 
out of the 1,800 business papers in 
the U.S. only 679 are members of 


tinue advertising effectively 
J. B. Nicholas, past president of 
the Public Club of London, 


urging advertis 
appeal in adverti 


mum. 
“Sex appeal o few novel- 
ties,” he said, “and they soon bore 


whereas a romantic appeal affords 
inexhaustible opportunities for hu- 
mor, charm 
mation.” 


Pearson Invades Dallas 

John E. Pearson Co., radio-TV 
station representative, has opened 
an office in Dall to be headed 
by H. W. Maier Jr.. former adver- 
tising manager of International 
Milling Co., Minneapolis. Mean- 
while Ray Scofield, previously 
with National Broadcasting Co., 
has been added to Pearson's New 
York staff. 


is 


‘Household’ Names Crossley 

Robert P. Crossley has been 
named editor of Household, 
Topeka 


207 N. MICHIGAN AVE. 


CHICAGO 1 + 


FRANKLIN 2-5854 


lollias 


Miler and 
harehings 


INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 
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Whisky Makers Set 
Newspaper Drives 


New York, July 12—A stepped- 
up newspaper campaign for Mount 
Vernon bonded rye whisky has 
been announced by National Dis- 
tillers Products Corp. 

The campaign has been sched- 
uled by Kudner Agency to appear 
in dozens of papers in the “rye 
belt” along the eastern seaboard 


Dailies in Massachusetts, Rhode 
Island, Connecticut, New York, 
New Jersey, Delaware, Pennsyl- 


vania, Maryland and the District 
of Columbia wil! carry 400-line 
ads regularly for the remainder of 
the year. Four-color pages will be 
carried by Cue, Newsweek and the 
New Yorker. Also on the Mount 
Vernon schedule are car cards and 
outdoor showings. 

Starting July 16, a seven-week 
summer newspaper drive will be! 
used to push Harwood’s Canadian 
blended whisky. The campaign, 
according to H. Harvey Co., Balti- 
more, sole U.S. importer of Har- 
wood's, will use 250- and 300-line 
insertions in dailies in 25 major 
markets. This will be in addition 
to the regular ad program. 

Supporting the newspaper drive 
will be point of sale displays, in- 


| 


and package store sign, tents for|full page ad in the July 16 issue of Life. Similar copy will be used in| 
tables, and a recording tape at-/the Aug. 11 issue of The Saturday Evening Post, 


tached to a display card which, 
when run under a fingernail, says} 
“Make mine Harwood’s Canadian.” | 

Kaufman-Strouse, Baltimore, | 
handles the Harwood account. | 


Hard toRemember 
Alternating Shows, 
Televiewers Say 


New York, July 13—Do viewers 
prefer alternate week or every 
week television program sched- 
ules? How does sponsor identifica- 
tion of these two types of shows 
compare? 

These questions become more 
significant as the advertising traf- 
fic jam on TV's nighttime airwaves 


Last Minute 


News Flashes 


CBS Showing ‘Amos ‘n’ Andy’ Films to NAACP 


New York, July 13—Following 


sponsorship of “Amos ‘'n’ Andy” 


a request by the National Assn 
the Advancement of Colored People to Blatz Brewing Co 


for 
to drop 
(CBS-TV), Columbia, which owns 


and produces the program, has arranged for a private showing of some 
of the film series for the association this week. Walter White, NAACP 
executive secretary, said authorities on race and related problems will 


be invited to attend. 


Buntees Moccasins Shift to Reilly, Brown 


New York, July 13 


Reilly, Brown & Willard, 


Boston, has been 


appointed to handle Buntees, baby moccasins manufactured by R. J 
Potvin Shoe Co. R. D. Northrop Co. formerly had the account. 


Set Drive for Floor Machine ‘That Does Everything’ 
New York, July 13—General Floorcraft Inc. plans its heaviest na- 
tional ad campaign this fall to push its General Twin-12 floor ma- 


chine (“the only floor machine that does everything 


floors to Simonizing cars”). 


from scrubbing 


Black and white pages will appear in 


Holland’s, House & Garden, House Beautiful and Sunset, and a b&w 
half-page in The Saturday Evening Post. The ads, starting in mid- 
September, will be testimonial type. Hicks & Greist is the agency 


@ Quaker Oats Co., Chicago, and 
York, 


Summer Tie-Ins Featured; Other Late News 


Canada Dry Ginger Ale Inc., New 


plan a summer tie-in promotion featuring Quaker oatmeal | 


cookies and Canada Dry ginger ale. Four-color ads will appear in the 
July 29 This Week Magazine and the Aug. 12 Parade. The tie-in will 


agency 


|e Pan American Coffee Bureau and National Biscuit Co. have started 
cluding a full color laminated bar|a summer tie-in promotion of iced coffee and Ritz crackers with a| 


magazines and in posters on 1,500 Nabisco trucks. Federal Advertising Hollywood 


— =r >. rica . %« ad ic T « . _ | 
Agency for Pan American and McCann-Erickson for National Biscuii | appointed president of the radio 


are handling the campaign. 


five women’s service | 


e The House of Gourielli, New York, which is introducing “Sport| 
of Kings,” a line of men’s toiletries, in September, will run full-page | 
b&w ads in the New Yorker and Time, September through April, at 


regular intervals. In addition, a 


for the grooming aids. Hewitt, Ogilvy, Benson & Mather is handling 


heavy co-op campaign is planned! 


e@ Campana Sales Co., Batavia, Ill, (H. W. Kastor & Sons Advertising | 
Co.) has signed to sponsor 15 minutes of the Friday session of Ruth | 
Lyons’ “50 Club,” which will be seen over NBC-TV 30 minutes daily, 


starting Oct. 1. 


The program will originate at WLW-T, Cincinnati, | 


where Miss Lyons has been a featured star for some time. } 
| on the firing line in the battle for 
e Jack Lane, formerly industrial editor of Tide, has been appointed | 


director of public relations and assistant to the executive secretary of | 


National Industrial Advertisers Assn. 


e Frank Alfred Daniel, a Lennen 


years, has been named business manager of the agency's radio-TV 


department in New York. Wiliiam 


& Mitchell time buyer for several 


D. Smith, previously of Buchanan | 


begins to pile up. An indication of |& Co., has been appointed chief time buyer for Lennen & Mitchell. | 


how some of the people feel about | 
this situation is given in a report 
from Advertest Research, covering |} 
a survey of 770 persons in the} 
New York area. 


Interviews, based on six pairs of « Milt Groth, formerly sales promotion manager and creative director 
alternate shows and 12 comparable | of Hile-Damroth, has been appointed advertising manager of Valen- 
weekly telecasts, were made dur-|tine & Co., New York manufacturer of Valspar paint products. 
ing the weeks of June 4-15. In gen-|¢ Ajpert Metzger, formerly assistant advertising manager of Spring 
eral, Advertest found viewers had | wijjs Inc., has been named advertising manager of Wamsutta Mills 


some difficulty keeping track of 
every-other-week programs. Spe-| 
cifically: 

1. Only 42% of the people ques- 
tioned could name, without aid, a 
single alternating week program. 

2. Some 40% of the people in- 
terviewed said they knew in ad- 
vance of a performance which al- 
ternate of a pair of programs was 


scheduied for presentation on a 
particular week. 
3. The majority—68%—pre- 


ferred a weekly schedule because 
of the convenience factor, but 41% | 
thought a less frequent schedule 
might make for better programs. 

Weekly shows have the edge on 
alternate week programs for spon- 
sor identification ranking. Average 
for six pairs of alternate programs 
was 38%, compared with 44% for 
the 12 weekly shows. 


Chapman & Nowak Formed 


Dene B. Chapman and Donald 
G. Nowak have recently incorpo- 
rated the Chapman & Nowak agen- 
cy in Syracuse, Mr. Chapman was 
formerly an account executive with 
Barlow Advertising. Agency, and 
Mr. Nowak was account executive 
and v.p. of Fellows Advertising 
Agency, both in Syracuse. 


Plax Names W. W. Willett 

W. Ward Willett, formerly on 
Atlantic Monthly’s sales staff, has 
been named merchandising man- 
ager of Plax Corp., Hartford plas- 
tic products manufacturer. 


| V.p 
Exquisite Form Brassiere Inc. has switched its account from Brand- 
|ford Advertising to Philip I. Ross 


Co., New York. A transit ad — 


a 


ACTION.This 325-line copy offering 
newsprint timberland in Loabrodor hod 
scarcely run in the New York Times ond 
Woll Street Journal July 9 when wires 
began to come in to the International 
Bank of Washington, the advertiser. Lewis 
Edwin Ryan, Washington agency, placed 
the copy 


Columbia Sets Up 


jalso be pushed via the Gabby Hayes (NBC-TV) : Super Circus iVisi 
|also be pushed via the a by ayes (NBC TV) and Super Circus Three New Divisions 
(ABC-TV) shows on Sept. 2. Sherman & Marquette is the Quaker nase 


J. M. Mathes Inc. is handling for Canada Dry 


New York, July 13—Separating 
its radio, television and laboratory 


—."’ TV Set Makers 


for Prize Fight 


Nine Manufacturers 
Join to Put Crimp 
in Theater TV Moves 


New York, July 13-——-Nine major 
TV set manufacturers have stepped 
in to halt the channeling of tele- 
vision of top boxing 
events into theaters in preference 


coverage 


'to homes 


| 


The manufacturers, led by Al- 
len B. DuMont Laboratories, out- 
bid a group of motion picture thea- 
ter operators for TV rights to next 
Wednesday's championship bout 
between Ezzard Charles and Jer- 
sey Joe Walcott 
| This is the first major setback 
|for theater TV since it power- 
housed its way into the video pic- 
ture with exclusive coverage of 
the Louis-Savold battle several 
weeks ago. Since then other major 
boxing attractions have been 


| operations, Columbia Broadcast- | banned on home radio and TV 


ing System has set up three new} and shown to packed houses in 


| divisions. Howard S. Meighan, 
v.p. in charge of the network's 
operations, has been 


division, and J. L. Van Volken- 
burg, v. p. in charge of sales, was 
named president of the television 
division. Each of these divisions 
will have its own departments for 
programs, sales, sales promotion, 
company-owned station operation, 


station services, research, and 
press information. | 

Adrian Murphy, the v.p. who 
has been Columbia's No. 1 man| 


color television, was appointed 
president of the laboratories 
vision, which will concern itself 
with electronic developments, in- 
cluding colorvision. 


e H. V. Akerberg will continue as 
in charge of station relations 
for AM and TV 

The expanded CBS will have six 


paign will break next month, along with insertions in fashion and} separate divisions, with the three 
class magazines and business papers. 


Inc., New Bedford, Mass. 


| 
| 
| 
| 


! 


Homemakers, has been named advertising promotion and publicity | 


director. 


|e Dorothy Lindner, formerly ad director of Toby Press, and with 


Parents’ and Good Housekeeping, has joined the Ideal Women's Group| 


advertising sales staff. 


| 


Federal ‘OK’ of Pacific Ocean Perch Label 


PortTLanp, Ore., July 11—The 
federal Food and Drug Administra- 
tion has decided to allow the use 
of the label “Pacific Ocean perch” 
for a variety of drag netted deep 
sea fish caught off the Pacific 
Coast. The decision will allow ad- 
vertising under this name and is 
expected to result in a new fishery 
of substantial proportions for the 
northwestern fishing industry. 

The decision is the result of liti- 
gation 
shipment of Yaquina Bay Fish 
Co.’s Newport brand ocean perch 
was libeled by the Food and Drug 
Administration, which claimed that 
the public was being misled by its 
being so labeled. The Columbia 
River Salmon & Tuna Packing 
Assn. joined in the suit as inter- 
venors. 

An important point in the case 
centered around taste tests de- 
signed to compare the fish with a 
similar eastern fish now legally 


begun when an 80-case) 


Means New Fish Industry for the Northwest | 


called ocean perch. (The “Eastern 
Perch Case” was in courts from} 
1941 to 1947, and involved an ocean | 
perch labeling controversy be- 
tween General Foods Corp. and the 
FTC—GF won.) 

The Portland Journal’s home 
service conducted point by point 
taste tests with the eastern fish, 
which were admitted as evidence. 
The tests contributed substantially 
|to awarding of the verdict to the 
| defendants. 


Sears Shows Color TV Set 


Sears, Roebuck & Co., New York, 
gave on July 12 what it described 
as the first public demonstration of 
a commercial mode! combination 
color-b&w TV set, a console with 
a 12%” picture magnified from a 
10” tube. Sears said it would sell 
for about $500, but took no orders 
for the set, giving prospective buy- 
ers preference certificates for use 
when such sets are available—ten- 
tatively in the fall. 


additions plus three already op- 
erating, namely—CBS-Columbia, 
for radio-TV phonograph manu- 
facturing; Columbia Records, and 


film theaters outside the range of 
the city in which the fight was 
held 


| Bested in the struggle with the 


| 


di-| 


theaters for the video rights, Pabst 
Sales Co., sponsor of the cream 
of the International Boxing Club 
cards over CBS—AM and TV— 
during the past several months, 
has been showing films of the 
theater televised fights week 
late 


@ The successful Charles-Walcott 
TV bid of $100,000 was made by 
Admiral, Crosley, DuMont, Gen- 
eral Electric, Motorola, Philco, Ra- 
dio Corp. of America, Sylvania 
and Westinghouse. The total price 
paid to IBC reportedly will be 
$150,000, including $50,000 for ra- 


| dio rights. DuMont Television Net- 


Hytron Radio & Electronics Co.,! 
for cathode ray tubes and other 
tubes 


| 
le David Howard, formerly promotion copywriter for Living for Young | Now Zimmer, Keller & Calvert 


Detroit, is 
name to Zimmer, 
Keller & Calvert, 
thereby including 
the name of H 
W. Calvert, ex- 
ecutive v.p. of the 
agency. 

Before joining 
Zimmer - Keller 
in 1945, Mr. Cal- 
vert spent 10 
years in the 
Cleveland office 
of McCann- 
Erickson and be- 
with Campbell- 


Zimmer-Keller, 
changing 


its 


H. W. Calvert 


fore that 
wald Co. 


was 


Elgin Sets School Campaign 

Elgin National Watch Co., El- 
gin, Ill, in a concerted drive co- 
inciding with fall school openings, 
has scheduled a color page in the 
Aug. 17 Life, featuring the theme, 
“The watch with the heart that 
never breaks.” Display cards and 
dealer ad mats will supplement 
the drive. Young & Rubicam, Chi- 
cago, is the agency. 


McDonald Co. Tests on TV 

B. F. McDonald Co., Los Ange- 
les, plans a TV spot test in Los 
Angeles, San Francisco, San Diego 
and Houston for its line of safety 
products, including snake bite kits, 
goggles, helmets, etc. Sports par- 
ticipations will be used. Phillip J. 


| Meany Co. is the agency. 


work, which will carry the tele- 
cast over 41 stations, will resell the 
radio rights. Pabst will carry the 
broadcasts over CBS. 

Agencies of all the advertisers 
concerned have been sitting in on 
the planning sessions, but Du- 
Mont’s agency, Campbell-Ewald 
Co., will handle most of the details 
of the telecast. 

There is a possibility that the 
fight will not be carried over 
WDTYV, Pittsburgh, from which it 
will originate, or over WJAC-TV, 


| Johnstown, as a concession to the 


promoters who hope for a sizable 
box office take. If, however, by 
next Tuesday or Wednesday Forbes 
Field appears to be pretty near a 
sellout, then WDTV and WJAC- 
TV will be permitted to air the 
bout 


HARRIS D. BOOTMAN 


PHILADELPHIA, July 13—Harris 
D. Bootman, 64, a v.p. of N. W. 
Ayer & Son, died July 11. He had 


been associated with Ayer for 41 
years and was a media specialist. 

He was formerly in charge of 
the agency's media department 
but, because of ill health, relin- 
quished his responsibilities a few 
years ago and served in a con- 
sulting capacity. A native of Han- 
cock, Me., he started his business 
career with the Baltimore & Ohio 
Railroad and joined Ayer in 1910. 


ROBERT BLACK 


New York, July 13—Robert 
Black, 56, district manager of E 
R. Squibb & Sons, pharmaceutical 
manufacturer, died yesterday after 
suffering a heart attack while at- 


tending the Shriners’ convention 
here. He had been in the sales de- 
partment of Squibb for many 


years, and was a past president of 
the travelers auxiliary of the New 
York State Pharmaceutical Assn. 
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RCA Colorcasts 
Plugged in Ads 
to B&W Owners 


Color Runs Each A.M. 
Advertised to Owners 
of Non-Color Sets 


New York, July 12—Radio 
Corp. of America, far from capitu- 
lating to Columbia Broadcasting 
System in the protracted color 
television controversy, this week 
took the battle directly to the pub- 
lic 

Full page ads in New York 
newspapers invited televiewers in 


this area to “help test RCA color 
television ...now!" The viewers’ 
role in the experiment would be 


to tune to Channel 4—NBC-TV in 
New York—at 10 o'clock any work- 


368,198, OF ‘EM 


Everywhere 
Men Who Are Getting 
Ahead in Business 
Read 


The Wall Street Journal 


Are you satisfied 
with the way 
you are getting 
ahead with the 
men who get ahead 


in business? 


If not, 


THE WALL STREET 
JOURNAL 


should head 


your 


list. 


| white, 


day morning this week to test re- 
ception of RCA’s special all-star 
colorcasts on their sets. 

On present sets these pictures 
came through as black and white, 
but RCA’s ads reminded New 
York's 2,390,000 TV owners they 
could pick up color in monochrome 
by merely tuning to Channel 4 
CBS’ colorcasts cannot be seen on 
current receivers without the use 
of adapters—-none of which are 
yet generally available 

Technically these daily telecasts 
are “field tests” for the RCA sys- 
tem, which the Federal Communi- 
cations Commission bypassed last 
winter in favor of that of Colum- 
bia. But to Mr. and Mrs. John Q 
Public they seemed less of a tesi 
than the hodge-podge of lines and 
patterns seen on Channel 2 during 
the hours WCBS-TV devotes to 
color shows 
e@ Columbia, whose system is the 
only one authorized for commer- 
cial coloreasting in this country, 
started a regular colorvision 
schedule of 10 hours weekly June 
25. This week an hour and a half 
of horse racing from Monmouth 
Park, N. J., was added to the co. - 
or bill of fare. Five eastern sta- 
tions are airing these shows. 

Though CBS—and any other li- 
censed telecasters who want to go 
on the air with the Columbia 
method—is permitted to sell color 
programs to advertisers, for the 
time being the network is carrying 
the full load on a sustaining basis. 
Only sponsored features so far 
have been the premiere commer- 
cial presentation, in which 16 com- 
panies shared advertising billing, 
and a half hour show General 
Mills bought as a one-time shot. 
WCBS-TV has five spot adver- 
tisers in its color lineup 

Most observers—press and in- 
dustry representatives—found the 
RCA color improved since it was 
last seen by reporters in Washing- 
ton in December. Initial telephone 
reaction from home viewers, who 
watched the test in black and 
also was favorable, with 


many reporting sharper reception 


than usual on their sets, RCA said. 


closed circuit RCA dem- 
onstration, which this reporter 
watched, the colors were, for the 
most part, pleasing. They leaned 
toward pastel hues, but it is hard 
to say whether this was due to the 
program producer, the engineers 
who set the dials, or to the system. 
At any rate they were less vivid 
than the CBS pictures which are 
at their best when focusing on 
something inanimate such as a 
bright red apple or a package of 
Duz. 

On the other hand, RCA’s color 
cameras seemed more flattering to 
people, who had less of a washed 
out look, but blonde hair did not 
photograph too well. 

Frank Folsom, president of RCA 
said the FCC had not seen his com- 
pany’s “improved” colorvision, nor 
had the commissioners been in- 
vited to watch the demonstrations 
Nobody would say when RCA 
would ask the commission to re- 
consider its color system. However, 
Dr. E. W. Engstrom, RCA v.p., 
indicated extensive field testing 
will be made before such action 
is taken. There will be public 
demonstrations of color later this 
summer 

The National Television System 
Committee, a group representing 
major manufacturers in the indus- 
try, will be kept advised of RCA 
color developments, Dr. Engstrom 
said. The committee is aiming for 
industry-wide agreement on pro- 


@ina 


posed standards for an all-elec- 
tronic, compatible color system. 
es The programs were seen here 


on sets using RCA'’s tri-color tube. 
The largest receiver included a 21” 
tube, which gave a picture of 1242” 
by 162”. The sets are somewhat 
bulkier than b&w counterparts 
since they have 54 


tubes com-, 


TOUGH PROBLEM—"'The Responsibilities of Advertising in the 
the subject of a panel discussion at Caterpillar 
brought these thoughtful looks to the 
faces of panel members. Left to right: L. O. 


Community.” 


Tractor Co., Peoria, Iil., 


dent of the Peoria Advertising and Selling 


7 eee 


® 


president, 


Schriver, past presi 
Club; Stanley Resor, 


J. Walter Thompson Co 
munity relations, Keystone Steel & Wire Co., 
(standing), Caterpillar ad manager, and moderator of the panel; 
Gomer Bath, assistant editor, 
assistant to the president, 


Lou Hesse, director of com- 
Peoria; W. K. Cox 


Peoria Stor, and Robert Jamieson, 
Bradley University, Peovio 


pared with the 25 or 30 used in 
the latter. CBS color sets have 23 
tubes, but are also bulky by mono- 
chrome standards because of the 
rotating disk which is used to in- 
ject the reds, blues and greens. 

CBS’ manufacturing subsidiary, 
CBS-Columbia, secured a tri-color 
tube from RCA several days ago. 
These tubes are being made avail- 
able generally in the industry for 
experimentation. It is much tco 
soon to say how the RCA tube 
works with the CBS system since 
it has not yet been set up in the 
Columbia receiver, a spokesman 
for that network said. 


Corning Names Fleischman 
Corning Glass Works, Corning, 
N. Y., has appointed Dr. Fred F. 
Fleischman, formerly instructor 
in Cornell University’s department 
of dairy industry, as sales engi- 
neer for its plant equipment sales 


department. Dr. Fleischman will 
concentrate on promotion and 
sale of Corning’s Pyrex glass 


piping to the dairy industry. 


White Owl to Y&R 

General Cigar Co., New York, 
has appointed Young & Rubicam to 
handle advertising for White Ow] 
cigars. J. Walter Thompson Co. 
will continue to direct White 
Owl's sponsorship of the New York 
Yankees’ baseball radio broad- 
casts on alternate days for the re- 
mainder of the baseball season. 


‘Carnival’ Adds N. Y. Store 


Beginning in September, Lord 
& Taylor, New York woman's ap- 
parel store, will distribute copies 
of Carnival to its charge customers 
The magazine is also bought by 
stores in Los Angeles, San Fran- 
cisco, Philadelphia, Boston, Pitts- 
burgh, Indianapolis, Rochester, 
Cleveland and Cincinnati. 


Duncan Made Topics V. P. 

Edward D. Duncan, senior field 
representative of Topics Publish- 
ing Co., has been elected a v.p. 
He joined the company in 1923 
and is manager of its Cleveland 
office, where he will continue to 
make his headquarters. 


Pepsodent Names Peterson 

A. B. Peterson, formerly assist- 
ant genera] sales manager of the 
Pepsodent division of Lever Bros 
Co., New York, has been named 
merchandising manager in charge 
of Rayve products and all new 
Pepsodent products. 


Waldorf Buys Schulz Co. 

Waldorf Paper Products Co., St 
Paul, has purchased the A. George 
Schulz Co., Milwaukee paperboard 
box manufacturer, 


NARDA Will Present Television Retailing 
Problems to Dealers Not Yet in TV Areas 


Cuicaco, July 10—The problems, 
techniques and facilities encoun- 
tered in television receiver retail- 
ing will be reviewed for dealers 
not vet served by TV broadcasting 
under a new program being initi- 
ated by the National Appliance & 
Radio Dealers Assn. 


In making the announcement, 
NARDA’s president, Mort Farr, 
explained: “The association will 


ask member dealers from televi- 
sion areas to serve as hosts to re- 
tailers from non-television cities, 
and give them first-hand exposure 
to what’s involved in selling sets.” 

Host dealers will be expected to 
show methods used for displaying 
and demonstrating receivers, the 
importance of good installations, 
and if many are to be shown in 
the store, a good signal distribution 
system. Also to be covered will be 
such items as test equipment, parts 
inventories, personnel require- 
ments, etc. 

Mr. Farr pointed out that host 


dealers, so far as possible, will be 


asked “to avoid placing emphasis 
on specific brands.’ They will be 
encouraged, he said, “to help give 


guests the ‘feel’ of the industry... 
We hope in this manner to equip 
the new retailers to avoid many 
mistakes they'd make otherwise 
and to make early contributions 
to the growth of the industry.” 


Three Join Martfree in N. Y. 

Marfree Advertising Corp., New 
York, has added three new staff 
members. They are: Carole Goit- 
lieb, formerly of Kenyon & Eck- 
hardt, assistant radio-TV director; 
Helen Livingston and Joan Gam- 
ble, both radio-TV production as- 
sistants. 


Christian Elected Loewy V. P. 


H. A. Christian, a member of 
the retail development and plan- 
ning division of Raymond Loewy 
Associates, New York industrial 
designer, has been elected a v.p. 


Your copy and pictorial effects 
tailor made to meet your wishes, 
portrayed in 6000 lights and 
barnstormed in 50 leading mar- 
kets coast-to-coast. 


@ Plus publicity and free special 
event Radio and TV Programs 
add to valve. 


Painted copy for daytime. 


Unequalled Dealer, Distributor 
and Salesmen’s stimulus. 


630 FIFTH AVENUE, N.Y. 


< 153’ LONG > 


SUPER-SHOWMANSHIP 
IN 50 GREAT MARKETS: 


DOUGLAS LEIGH SPECTACULARS, INC. 


@ Aerial telephone from your pilot 
to dealers and distributors. 


@ Population of average city 
reached in 2 to 3 nights with 
lighted dirigible. 


@ Cost of entire operation averages 
$4,800. per market. 


EXCLUSIVE 
FRANCHISE 


PHONE: PLAZA 7-4800 
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Optimum Tax Deduction for Entertainment 


Is Easy—If You Have 


New York, July 


were having lunch 


the high cost of living and the tax 
bite which Uncle Sam 
and planning to take from both 
individuals and corporations. 

“What about legitimate enter- 
tainment?” one of the group asked. 

“What do you mean legitimate?” 

“Just what I say. Don't try to 
be funny. What's a reasonable de- 
duction for entertainment under 
the new tax setup?” 

Nobody in the group could an- 
swer that one. 

So a committee of two was in- 
formally appointed to find out. The 
committee called upon ADVERTISING 
Ace for information. An AA re- 
porter phoned J. K. Lasser, senior 
partner of J. K. Lasser & Co., and 
probably the foremost authority 
on the subject in New York. 


< SS 
y 
Is today’s biggest trend in 
mailed sales-appeal! Smart man- 
ufacturers are putting potent, 
dramatic sales messages on rec- 
ords to talk intimately, 
persuasively to retailers and dis- 
tributors—all at once—by mail 
—at amazingly low cost! 


RCA has had plenty to do with 
the idea’s phenomenal success. RCA 
pioneered in the use of small, non- 
breakable, “mailable” plastic rec- 
ords. RCA has brought record 
fidelity \o true-to-life perfection, un- 
marred by surface noise, giving your 
recorded “salesmen” a unique and 
effective approach. 


RCA offers the 64-inch “SPIN- 
NER,” | minute and 40 seconds of 
sell per side . . . and the 10-inch 
“PROMOTER” for longer mes- 
sages up to 3 minutes and 15 sec- 
onds per side. Consider their value 
to you! Contact an RCA Recording 
Studio today, Dept. G-7. 

630 Fifth Ave. 

New York 20, New York 
JUdson 2-5011 

445 North Lake Shore Drive 


, 
Whitehall 4-3215 


1016 North Sycamore Avenue 


Hollywood 38, California 


sales <2 


custom 
Radio Corporation of America 


RCA Victor Division 


10—A group 
of business paper space salesmen 
iogether re- 
cently. As is inevitable these days, 
the conversation swung around to 


is taking 


a Private Secretary 


“All right, come on down 
three o'clock,” he said 


about 


e So at three o'clock on the but- 
ton, J. K. Lasser turned from 
whatever he was doing with a long 
column of figures and, with his 
usual easy informality, said to the 
man from AA, “So you want some 


guide rules for best day-to-day 
operations? Well... 
“Rule 1. Have your company is- 


sue a policy statement to all em- 
|ployes, or to you personally, that 
all business entertainment, fares, 
lunches, etc., must be paid off by 
jemployes.” 

J. K. paused and smiled at the 


the reporter's face. 

“How it works,” he explained, 
“is best illustrated by the case of 
a Time salesman. He succeeded in 
deducting expenses incurred by 
him personally. He got an assist 
from a memo from the manage- 
ment of Time. This said in effect 
that Time salesmen get high sal- 
aries because their jobs make de- 
mands which cannot be accounted 
for minute by minute and penny 
by penny; and that Time would not | 
cover an expense account for every 
phone call, every taxi ride, every 
luncheon and every drink bought 
business and social existence.” 
es “But,” started to 
| Say. 

“Wait a minute,” J. K. said. 

“Rule 2 concerns your records. 
The greatest trouble in tax dis- 


the reporter 


of the expenditure, its amount, or 
its business purpose. 

“The best techniques for build- 
ing a record in support of travel 
and entertainment expenses are: 

“A—Note details of appoint- 
ments on your calendar or diary— 
names, places, purpose of meet- 
ing, amount and nature of expense. | 


|File this with copies of your re- 
turn. 
| “B—~Keep a separate diary or! 


expense book. 

“(a—Set up a folder to collect re- 

ceipts, stubs, bills, and your own 
scrap notes to support cash expen- 
ditures. 
, “D—Dictate brief memos stating 
the type, the amount, and the pur- 
pose of all significant amounts you 
expend for business travel and en- 
tertaining. 

“E—If you are careless about 
this kind of thing, hand the memos 
to your secretary or bookkeeper. 
Tell her to enforce the discipline 
necessary to support your enter- 
taining and travel deductions.” 


a “But J. K.,” 
rupted. 

“Never mind. Listen a minute. 
Let me get this out of my system. 

“Rule 3. This involves your com- 
pany’s paying all possible bills. 
Although examining agents may 
ask whether expense payments to 
employes were actually for com- 
pany business, having the company 
pick up the check minimizes this 
risk.” 

“But you just said, 
started to say. 

“Of course,” 
perturbably, 
suing company checks for purely 
personal expenses. Follow these 
practices: 

“Where possible, an executive's 
entertaining and traveling expen- 
ses should be directly paid by the 
company. 
rangedeasily enough through cred- 
it cards, with the bill and support 
chits going to the company. Where 
the executive must lay out cash, 
get a memo of the purpose and an 
accounting for the amount of any 
advance or reimbursement. 


the reporter inter- 


" the reporter 


J. K. went on im- 


e “Where an executive uses an 
auto for both business and person- 


‘al purposes, depreciation and op-' 


look of consternation registered on 


by a salesman in the course of his | 


jallowances of expenses is no proof | 


“this doesn’t mean is- |@ 


This can usually be ar-| 


CUP WINNER—At the Alpho Delto Sigma 
convention, Charles G. Nichols (left), pres- 


ident, G. M. McKelvey Co., presents the 

Nichols cup to Otto Kleppner, author and 

president of Kleppner Co., for “‘outstand- 
ing service to advertising education.” 


erating expenses should be allo- 
cated on a mileage basis. Get state- 
ments to cover the employe’s pay- 
ment for personal use of a com- 
pany car, or the company's pay- 
ment for business use of an em- 
ploye’s car. 

“Where both business and per- 
sonal use is made of a club, bills 
should be turned into the company 
Try to have business entertaining 
segregated on the bill. If that’s not 
feasible, work out a reasonable 
percentage allocation based on ex- 
perience. On business entertaining 
at home, put in a memo to the 
|company for reimbursement, iden- 
tifying the matter or transaction to 
'which the expenses are charged. 

“Business entertainment costs 
| give an employe a tax deduction 
only if he itemizes all deductions 
on page three of the tax return. 


|That means you lose your 10% 
| (standard) deduction; you can't 
jitemize and also take the 10% 


standard deduction. 


je “So note this: When your other 
lcosts plus your entertainment ex- 
|penses are less than 10% 
income, your cheapest tax comes 
with use of your standard deduc- 
|tion. You must sacrifice your en- 
oo, deduction. 

‘There is one exception,” Mr.| 
|Lasser emphasized. “That is when} 
you deduct entertainment costs to} 
get your adjusted gross income. 

“All this last item means is a 
|you deduct these costs on page one | 
lof the return.” 


“When can that be done?” he 
was asked. 
“Any time the entertainment ex- | 


penses are part of a reimbursable 
arrangement with an employe,” he 
replied. 
“Let’s say you make this kind 
of a salary deal,” he explained. 
“You get $7,500 with an additional | 
$750 which will cover approxi- 
mately your entertainment costs. 
On page one of the return you de- 
duct those costs and add the reim- 
bursement to your salary to get | 
your adjusted gross income. 
“It’s a wash out. You actually | 
use up the $750 for entertainment. 
You get no saving there, of course. | 
But you really have deducted your 
entertainment costs, and keep your 
right to use your 10% flat standard 
|deduction.” 
*‘You mean,’ 
your 


* asked the reporter, 
“you have cake and eat it 
too?” 

| “Well,” replied Mr. Lasser, with 
slow smile, “I suppose you could 
‘call it that, if you want to.” 

| 

| Interstate Purchases Bakery 

| Interstate Bakeries Inc., Kansas 
City, Mo., has purchased Mrs. 
Kar!l’s Bakeries Inc., Milwaukee 
Robert J. Peters, president of the 
Milwaukee company, will remain 
as board chairman under the new 
management 


Two Join Armstrong Cork 

Donald G. Goldstrom, graduate 
of University of Pennsylvania, 
and Clemens P. Roether, North- 
western University graduate, have 
joined the advertising and promo- 
tion department of Armstrong 
Cork Co., Lancaster, Pa. 


of your | 


j} are 


}as 


‘Tribune’ Prints 
Four Color Pages 
in Single Section 


Cuicaco, July 10—Greater flexi- 
bility in publication of color ad- 
vertising was achieved by the Chi- 
cago Tribune July 3, when for the 
first time it successfully printed 
color advertisements on_ inside 
pages of a section simultaneously 
with the Page 1 color cartoon 
which is a regular feature of the 
daily Tribune. 

The July 3 Tribune carried color 
ads for Hamm's beer, Blue Bonnet 
margarine, and Holiday on Pages 
4, 19, and 22 of the first sec- 
tion in addition to the color car- 
toon on Page 1. This achievement, 
said John W. Park, production 
manager, resulted from improve- 
ments and adjustments developed 
under the guidance of O. R. Wolf, 
assistant production manager, in 
the operation of color decks on the 
Tribune presses. 

Previous attempts to publish 
color on inside pages as well as 
on Page 1 and the back page of a 
section had resulted in too many 


paper breaks and pressroom de-| 


lays. A major factor in correcting 


this situation was development of | 


a means of controlling the pull of 
the paper web after it goes over 
“bay window” bars in the type of 
press run required for such color 
| presentation. 


@ As a result of this accomplish- 
ment, the number of color pages 


which the Tribune is able to pub-| 


lish in a non-collect run of less 
than 48 pages, with its limited 
number of sections, has been sig- 
nificantly increased, the paper 
says. At the same time the new run 
jprovides a much greater degree 
lof flexibility to the positioning of 
color advertisements in the make- 
up of a collect run. 

The Tribune carried 207 full 
pages of newsprint color during 
the first six months of this year, 
and 329 full page newsprint color 
| ads during all of last year. Both 
records. 


| Herbert Thwaiie Elected V.P. 
of Cunningham & Walsh 
Herbert Thwaite has been elec- 
ted a v.p. of Cun- 
ningham & Walsh, 
New York. A sev- 
en-year veteran 
with C&W and 
predecessor, 
Newell - Emmett 
Co., Mr. Thwaite 
has been serving 
an executive 
on the Sunshine 
Biscuit account. 
Before joining 
ewell - Emmett, 
he was v.p. and 
|sales manager of Seminole Paper 


~ 
U 


Herbert Thwaite 


i 


| Maintenance Show Date Set 


The third annual plant mainte- 
nance show will be held at Con- 
vention Hall, Philadelphia, Jan. 
14-17, 1952, under the manage-/| 
ment of C lapp & Poliak. More than | 


200 companies are expected to 
participate, and 156 have already 
contracted for space. L. C. Mor- 


row, consulting editor of Factory 
Management & Maintenance, will 
serve as chairman. 


‘La Revue’ Names Hector 

John J. Hector has been named 
Toronto representative of La Re- 
vue Moderne, French family mag- 
azine published in Montreal. La 
Ru vue was previously represented 
in Toronto and the Ontario terri- 
tory by Wilfrid C. Stovel & Asso- 
ciates. Mr. Hector's office is at 
4 Playter Blvd. 


Yale & Towne Names Baldinger 


John A. Baldinger, assistant gen- 
eral manager of the Philadelphia 
division of Yale & Towne Mfg. Co.., 
has been promoted to general 
manager of the Automatic Trans- 
portation Co. division, Chicago. 


}in Birmingham, 


59 


Drug, Cosmetic 
Buying Patterns 
Differ Sharply 
Local Buying Patterns 
Key to Volume Business 


Forty-eight per cent of St. Paul 
housewives purchase most of 
their cosmetics in department 
stores. When compared with 
some of the diversified cosmetic 
buying habits in other major 
markets throughout the nation, 
this figure takes on some impor 
tant marketing aspects. 


Consider that with distribution 


in department stores only, you 
can capture about hall the cus- 
tomer trafhe in cities like St. 
Paul (48°,) and Milwaukee 
(51°.). With the same distribu- 
tion in Columbus, Ohio, vou 
would have about 36°, of the 
trathc; in Fresno, California, 
13.6°; and in Modesto, only 
1.3°). On the other hand only 


6.2°) of the housewives in the St. 
Paul Market buy most of their 
cosmetics in variety stores, while 
one out of every five is doing so 
Alabama. 


| To round out the cosmetic wathe 


picture in St. Paul here is the per 
cent of housewives reporting 
where they buy most of their cose 
metics by major outlets. 


Department Stores 4% 
Chain Drug Stores. ; 16% 
Independent Drug Stores. 16% : 
Variety Stores... 6% © 
Miran e buscccacedxackie 14% 


With this pattern in mind led 
switch to an allied classification— 
drugs. While nearly half of th 

St. Paul housewives buy most 4 
thei cosmetics in department: 
stores, only 10°; purchase most 
of their drug products in the: 
same place. For the bulk of dru 

purchases, 63°), of the houses 
wives shop in indepe ndent drugh 
stores. This superiority of inde’ 
pendent drug stores for drugy 
trathc shows a consistency among: 
markets with comparable data. 7 


i 
Milwaukee . . ny 
ST. PAUL..... 63% 
Birmingham . 60% 
Omohe ... 58% 
Columbus ... 58% 
Duluth-Superior . . 57% 

Here is the total tabulation of 


the drug purchase preference of 
St. Paul housewives: 


Independent Drug Stores 63% 
Chain Drug Stores 26% 
Department Stores 10% 
Variety Stores.......... ™ 


The comparative figures given for 
other markets above were ob 
tained from the 15 Market 1951 
Consolidated Consumer Analy 
Complete comparisons for 
each city can be found in this re 


SIs. 


port. Copies are available from 
any of the participating news- 
papers. 


For 1951 brand preference find- 
ings in St. Paul, specify the prod- 
uct or classification in which you 
are interested and write Con- 
sumer Analysis, Dept. 11-A, St. 
Pay! Dispatch-Pioneer Press, St. 
Pau! 1, Minnesota — the North- 
west's Morning, Evening and Sun- 
day newspaper with the market 
tailored circulation. 


St Pant Dispatcy 


~TAILOR® MADE CiREU LATIC ON 


= an i ae ee ee a 7 ee ic a e eS nmi ek Ot ee 
2s i Ss i. Se i eee Lae a i Se. one ary a . em é : i aE eee 5 25 Ps a. rs 5 Ss 
: ree 41 3 . - ; ye 
; a 
Soba, 
P| = Me = 
a ees 

* Lae 4 
. Ra 4 mY, 
igs : Ph 46 
, ‘ 4 agen 
= e .: 

_ > ” "4 iy 
aia Eat. 

ARR i 
ate 
: hs —s, arg 
Pe he J lew 
oe Be 
: mr. ¥ ai i ao * 
8 thes 
BS NaN oa 
5 t aay! 
4 isd 
Ries 
=a aes 
ee! ee Be 
ase ain 
eae 
icy. 
at “oe 
aiiacacauiaadacead oe 
= eae 
ee “Se 
Tae 
ee har sei 
ee Bey 

ex 

ae Fe: 
tt eae 
& = ae 
Bde? Sek 
eee 
ee pT 
ee Ee 
“yn a 
‘srapary 
ee me 
4 ) ae 
les talke . 
ud B. 
tie) inte 

ae 
ee pes 
ao. 
at, 
eth 
ae 
Sy a 
ai xR ne 
‘ > as & ¥ ate 
‘4 ae nites aE 
q re f z 3 aoe 
$ = > * rt 
. F *! Tt hg 
* 3 L@ de Ve 
=. & i : i 
. : : et 4 
kk 

a 

eae 

- ae 
es 

aah 
pa 
ae. 
> 
ae 
, tn adi 
, ge 
ae 
a 
i ine ce 
. ae 
“Re 
ae 
be 
>: ae 
ag 
heoe , 
So ae 
Slee 
Ahe 
Pos 
ae, 
yee 
C is a ; 
il cts 
ES 
pe & m 
ee yk 
ios 
hag 
sia Stee 
<. em 
S ee A ‘aan 
5 fy 
- cet a 
ca 
: ae 
es — ca 

or “ le 
Bs 
. ae 

i Ve ee 
asted emcee a Pont  . 


MEDIA CHIEF NOTES LEAD AMONG ABLE-T0-BUY “YOUNG MARRIEDS” 


Lester H. Ness, V.P. of Cramer-Krasselt, hears vital facts 


Among every thousand families reading each of the four women’s service 
magazines, the COMPANION reaches most families earning from $3,000 
to $10,000 a year. This fact has been proved in a nation-wide survey 
conducted by Stewart, Dougall and Associates, leading research organi- 
zation. It was also found that the COMPANION ranks first with “young 
marrieds,” age 21 through 35! 


That's an impressive, dollar-and-cents story—and COMPANION repre- 
sentative Mike Gradle is passing it along to Lester H. Ness, Vice President 
and Director of Media of the Cramer-Krasselt Company, Milwaukee. He 
is also pointing out another COMPANION first: 


Throughout 1950 and the first five months of this year the COMPANION 
devoted more space to equipment features than any one of its competitors! 

Check the COMPANION today. Learn how you can benefit from its 
dynamic editorial policy and its wanting, growing, able-to-buy families! 


—( ‘OMPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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